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Heor ye! Heor ye! Heor ye! 

New survey data proves again 
that \VXHC-T\'. Xcw Haven- 
Hartford, is the dominant sta- 
tion — by an overwhehninrt 
margin— in a I ',-rninih/ nrm, 
ii>i< III/ .•^ 1 .') j)( )( ) ']']' liiinii'^. 
Sign on to sign otT, >even davs 
a week. WXHC-T\' deH%-crs 
average audiences 21()^r 
greater than top New York 
City station; '244^^ greater 
than Hartford; 1741^ greater 
than Xew Britain. Your K.VTZ 
man has the proof : ARB. X'ov 
11150; PULSE, Oct. 19.5(). 

Nn:LSEX xcs -2. mo. 
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PURPOSEFUL 

...and twelve months 
out of every year 
stations under the sign of MEEKER 

benefit by: 



PURPOSEFUL promotion prepared 
objectively for agency acceptance. 
Sales-stimulating 
ideas professionally presented by an 
expert Promotion-Research-Sales 
Development Department 
with 10 years experience 

in local 





personalized 
selling 
of a 
limited list 



the meeker company, inc. 

radio and television station representatives 
new york Chicago san francisco los angeles Philadelphia 




Philco-Bendix — a new ;iiul important name in llie iioine-lanii- 
dry field makes it.-. del)iit in tlii,- eye-opening fonr-coior spread 
for tlie Diioniatic waslier-dryer coml)inati(!n. Dominating e\er\ 
ad in tlie new series is a giant pictnre of tlie Duoinatic door witli 
tile eampaign theme. "It's a washer . . . it's a dryer . . . it's lu o in 
one!"' ^ign-ofI line displays the new hasir theme fin- all I'liilco 
Corporation a(l\ertising."l .ook ahead .. . and j mi ll cli(>o~e I'liilco." 




New copywriter for Consolidated Edison Company is T\ 
\\eatlier repcnter Uncle \\ ethbee. Working between niglith 
telecasts (co-starring his partner and creator. Tex Antoinel. 
Link turns out at least three C(diinin- a week for New ^'ork and 
-uhnrban papers. Though ad- cover e\erytliing from cabbage- 
to kings. Lnk always manages to get in -(mie convincing word- 
aboiit low-cost, dependable gas and electricity from Ccm Edison. 




Striking camera angles, dramatic clo-c-iips and a new, big- 
band version of the lA^hl-l p Time song add sparkle to the nr\s 
T\ campaign for Lucky Strike Cigarettes — made b) The 
American Tobacco Company. Commercials all fcutiirc the popu- 
lar Lucky Strike couple, (irace and Iviiss. in appealing, triii'-to- 
life smoking -itiiatioiis . . . and make this mo-i iii\ itiiig promi-e: 
■'Yon' 11 -av a I .iick\ the he-t-ta-ting i-igarette > on ('\ cr -mokccl." 




Seagoing hero of Jatk London talc-. (!a|>taiii David (.rief. 
now sail- the r\ v\ave- for Mandard Oil C<>iii|)an\ of California. 
Filmed on locatitm throughout the >outh Pacific, the half-hour 
-how- are teleca-t in the \\ e-t and Hawaii. Fine wfirk by Max- 
well Heed a- Captain (irief. i)lii- the eternal demand for Jack 
London's exciting sea -torie-. should as-nre a large, entbii-ia-- 
tie audience for the client's own exciting commercial storie-. 



BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 

NEW YORK • ML^NH . BOSTON . Btl'F^IO . CHICtr.O • CLEVELAND • 0%LL*5 • l»tTHOIT • HOLLVWCKJD . LO' AN'.ELES • M NNr*rOII» • PITT*II1IICH • ril*NLt-rO *r*TTLe • TOBOTO 
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Will "outside" packages reshape tv? 

27 Networks have oix-iu-d their doors wide to shows from diversified 
I)r(>f;r;imiiig soiirres. How will this alTect show ratings, costs and risks? 

CE Theater's three-way strategy 

30 ' o i'"^ original role (telling tiie General Electric corijorate story) the 
show has now added indnstiy-wide promotion and CE prodnct s(dling 

Where does the money go? 

33 -f^ series of three hasic commercials in 12 versions cost Kinnhle liee 
" Tuna $11,500. S])ecial problem: Only three weeks for production time 



Non-prime time clients 

36 Mow well does spot radio do for them outside the so-called prime-time 
hours? W hat is their broadcast strategy? Whom do they seek to reach? 



Who makes the commercial droop? 

38 Three agencymen lock horus with Dave Basconi of GB&R. Something, 
they agree, makes some commercials droop. Here are their thoughts 
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Are kitchen shows passe? 

There's been a steady decline in the nunilier of women's service 
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Healthy growth in film syndication 

The fdm i)nsiness is ^bowing signs of a new maturity and a growth 
] altern whicii begins to resemble that of Hollywood 
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$1,500 REWARD!!! 

. . . ff you can find stations in the U. S. 
that dominate their markets 
as KWKH does in the Shreveport area . . . 



"W/'IIKX llio iH'W NCS #2 Sliuly wjis i «'I«':is«'.I 
we were «'.\lr»Mii»'ly lKi|>|)y l»» s»m' Ih)W 
('()iii|)l('t('ly KW'KII (loiiiiiintcs its iiwirkct in 
h<tlli lioinc-coiiiity ro\»'rnji»' and total co^t'r- 
i\iiv as ('()in|)arc(l vitli any otiicr radio .station 
in Sli r»'\»'|)»»rt. 

In fad, it sccnu'd [tossihlc to ns tliat oni* 
iiiar<:in »»l sn|>»'ri»»rily tnor »»nr iwart'st «'»»ni- 
|>ctilor was iji'catci- tlian tli<it of any station 
in tin- U. 

Aftrr a special clu'ck witli A. C. IVielscn 
Company, Ih»\v<'\ »•!•, wc find tlial tlir»'»' U. S. 
stations nosr ns ..nt. CAN YOl^ FIND TIIK.M? 
If s»>. yon can win y»»nrsrlf a t»»tal »»f SI .."iOO.OO 
♦Yi.s7i — or S.^OO.OO for carfi of the llinw! 

THIS IS NO GIMMICK ... It is an annonnce- 
iiicnt of a legitimate contest. If yon are a 
tiniehnyer, account e.x»'cntive, or »»tlH'r cin- 
|)loy»'e of an ac»T»'dit»'d ad\ertisin;i aju'iicy, 
yon can win S.)()0.00, SI, 000.00. or Sl,o00.00 
right noiv! 

HOW TO CALCULATE A WINNER! 

Use o\i\\ iNi»'lseii C»»N era"e Ser^ ice iNo. 2, 
S|)rin<:. 1956. Coni|)arisoiis will he made 
on tin' basis of "AX eeklv C»»vera"»'*' fiynres 
listed ninler ""lloincs Keached" in Table A. 

a. Usina: tin'se fignres. determine KWIvll's 
lioine-connty covt-rage (Caddo Connty) and 



KWKH 



A Shreveporf Times Station 
i TEXAS 



SHREVEPORT, LOUISIANA 



di\ide it l»y tin' »'»»rr»'S|»»»ndin^ Innne-eonnly 
c»)\»'raire fi^nr»' of KW Kll's in-aie^t » »»m- 
|>etitor. This \\ill ^i\e \oii a honn--eonnl} 
coin|>aratiN (■ (|notient. 

b. In a c»»rr»'S|»»»ndinfi manner n>»' tin- 
'"Station T»)tjd*'' fi^nres nnd»'r "llonws 
Heache»l" for KW'KII. and divide it hy 
'"Station T»»tar' fif;nr»'s of the >jniie e»»m- 
|)ctiti^e station. This w'lW |»ro(liic"e \»»nr 
secoinl qnotient. 

c. iV»»w s»'le»'t jiny »»lher market and >tation.s 
of y»)nr cln»ie»', and n>»' tin* >anH' |»roc»'- 
dnr»'. II }»»n find ln>lh t/intlicnls yr»'aler 
than the KW KM (|notient>, yon lune fonnd 
one of lli»' three \\inners. 



CONTEST RULES: 

1 Thi> offpr applies only to niiilti[)lp-.->tation ni;irkrts 
(three or more statioii-i). Tlie >tatioii [)roiif)se(l niii>t 
he ( Oiii[iare(l only with other >tatioris officiall) Im ated 
iVi the same county^ 

2 It a[)ph'e> oiil\ to >tation> within Contiiienlal I. ^. 

3 Only one award will he made for anj one i orrei t 
entry. Po>tniark-i will determine earlie.-t entr> in < a-e 
of duplications. 

4 In <uhmittinf: entries, the name of the -tation locrtln-r 
with the siinportiiiiz fipiire~ from the NieKm \( > 
\o. 2 are reijuired. Entrie> nni~t he mailed to Henry 
Clay. Station K^ KII. >hre\e[iort. Loni-iana. 

5 This ronte>t is open onK to tin)ehiiyer> and other 
personnel of reeopnized adverti^inp acenrie*. 

F015 FI KTIIKK INFOK.M VTION OK I'MM ICl - 
L.VK;;. I'LE.VSi: CONI.VCT -^OIK NKAI{K.«<T 
UK AMI VM OFFICE. 



j ARKANSAS 



50,000 Watts • CBS Radio 



The Bronham Co. 
Represen/o/ives 



Henry Clay Fred Wolkins 

General Manager Cammercial Manager 



IN INLAND CALIFORNIA (and western nevada) 



"BEELINEf-o-o 




This group of mountain-ringed 
radio stations, purchased as a unit, de- 
hvers more radio homes than any 
combination of competitive stations 
. . . at by far the lowest cost per thou- 
sand. (Nielsen & SR&D) 

They serve this amazingly rich 
inland market — with more people 
than Iowa — and effective buying in- 
come of almost $4.3 billion, nearly 
triple that of the metropolitan Dallas 
market. (Sales Management's 1956 
Copyrighted Survey) 



HA^cCAodbcJUAj 



Sacramento, California 
Paul H. Raymer Co., 
National Representative 



BAKERSFIELD 
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The newSI (^'W oj /Iw hcsl-Lnoim names in ihr radio busi- 
ness, Robert E. Eastman, exeeiitii e vice president of John Blair aruf 
Co., has been tapped to head up ABC Ratlio. lie ii ill hare the title oj 
presi<lent as a result of the ereation of American Broadcasting Co. 
Radio \etworh, I tie., a ueir and autonomous subsidiary of AB-I'I . 

The newsmaker! In (•n)>siiig tlie gn^at cli\icle between 
spot and network radio, |{ol) Ka?tnian will be armed with 20 \eais of 
experience in selling and [irogramiiig the am medium. Tliongli lie 
has played an important role in hnilding ni) the independent radio 
station, his energy, artirulateness and ideas are exi)ccte(l to infuse 
fresh concepts into the weh radio i)icture. lie will he the first execu- 
tive of an independent station representative firm to become a net- 
work president, a significant de\elopnient today. Kastman's appoint- 
ment. eiTecti\e 1 May. is particularly interesting to the radio business 
against the background of the run- 
ning disi)Ute between the station 
reps and radio networks over web 
spot carriers and their pricing. 
Kastiiian told SPONSOR, liowe\er, 
his ai)i)ointnicnt does not presage 
any revolutionary upsetting of the 
spot carrier idea on ABC Radio. 
"To change the concept at this 
point in the radio business would 
be foolhardy, ' he said. "The pat- 
tern ha* become too fixed." I>ut 
the stations will find in Eastman a 
man ready to listen to their prob- 
lems. He said the radio networks must be competitive but ready to 
ofTer a fair return to their station- and he hung out the pro-pect of 
a better return to affiliates uhimatelv. As for ARC Radio's general 
selling policies, Eastman promised it will not be the web's policy 
to raid national spot business. This is a particularly touchy issue in 
the light of the recent blast b\ the Station Hei)resentati\ es Assn. 
against NBC Radio (see "Is the net radio boom a drag on spot? ' 
SPONSOR. 13 April 1957). 

Of Eastman's 20-odd years in the radio business, his earliest 
three were spent in programing and he never lost his interest in 
the subject. As a matter of fact, his interest in the \BC post follow- 
ing initial overtures concerning the job, perked up when some new 
programing ideas occurred to hiin. Just what they were, he wouldn't 
say, since he prefers to bounce them against ABC Radio programing 
people first. It is understood that the network is prepared to under- 
write substantial sums for new programs. 

Eastman is a native of Battle Creek, Mich., and a graduate of 
Ohio Wesleyan U. Shortly after starting work for NBC, he became 
•eastern local program manager. He joined the Blair firm in 1943 
after stints with NBC and ABC Spot Sales. ^ 




Robert E. Eastman 



The inut^ 
about the 
NEGRO 
MARKET 



FROM K-SAY 

The only Northern California 

station selling the entire San 

Francisco, Oakland, Bay Area 

Negro market 

The greatest array of talent in 
the area . . . top Negro salesmen 
. . . nationally accepted 

• MAGNIFICENT MONTAGUE 

— hrouglit direct from WAAF, 
Chicago. His sponsor list, sales 
results and audience are ecjually 
magnificent. 

• RAMON BRUCE 

— WAAT, Newark, N.J. Leading 
Negro-appeal personality in New 
Jersey. Best rating among all pro- 
grams during his broadcast. 

• SWINGING DEACON 

— The most popular local Negro- 
appeal personalit\'. Dominates 
the heavily populated Negro local 
and fringe areas. 

Plus other 
Great Negro Stars! 

TELL IT-SELL IT 

on the NEW 

K-SAY 

10,000 WATTS 1010 KC 

Studios: 
1550 California Street, San Francisco 
1815 Alcatraz Avenue, Berkeley 



GRANT WRATHALL 

Owner 



WALT CONWAY 
General Mgr. 

Nationally 
represented by 
JOHN E. PEARSON L COMPANY 

^ ""'of 



/ 



^'S'n 11 "ilk M »''((' 

K-SAY 

SAN FRANCISCO 
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iJETWORK 
rHAT INVENTED 

DAYTIME 

riic trouble with television {i);ick in IQ.iO) ssa,- tiuit nobody eoiikl i;et cnonj^li of it. 

"lie sereen lit n|i at iiij^lit for an alnl0^t insatiable andienee but went into virtiiall) 
(ital eelipse in the (Uutinie. 

Viivertisers wanted more time tiian the niirlit contained, but nobody knesv whether 
he biisv American housewife would sit still for davtiine television. 

|\e thought she would — if you made it worth her wiiile. We felt that better 
ro<iranuniiig on a nuijor netssork scale could light up a lot of sets. 

felt that davtime television coulil enable advertisers to tap the concentrated 
iircliasiiig |iosver of America s housewives at the moment they ssere planning the 
imily 5ho|)ping. And with the number of tcdevision homes increasing so rapidly, 



avtinie telexision could hrinp; new values to the advertiser. 

0 we started turning day into night. 

ince 1950 the number of family hours of daytime viewing ha? increased six times 
id the dollar volume of daytime advertising has multiplied 38 times. In the 
ime period. America's housewives have spent nearly twice aa many daytime hour?, 
id advertisers one-and-a-half times as many daytime dollars with CBS Television, 
( svitb our closest competitor. 

1 1957 CBS Television continues to deliver a larger average davtime audience, 
oadcast more of the most popular daytime |)rograiiis. offer advertisers a 

wer daytime cost per thousand viewers, and carry a larger uuniher of ?pon=ored 
lytime hours than any other network with a full daytime schedule. 

lis continuing expression of confidence in CBS Television is surely a direct 
suit of our unique experience with television in the daytime. 

ter all. we practically invented it. 

bBS TELEVISION 



I 



MORE AUDIENCE^ THAN 

ANY STATION IN BALTIMORE 



THAT'S WHAT 



WNBF-TV, BINGHAMTON, N.Y 

DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK- AT 

LOWER COST PER 1000. 

YOUR BLAIR-TV MAN HAS 



THE EVIDENCE FOR YOU. 




Also more audience than any 
station in Buffalo, Houston, Min- 
neapolis -St. Paul and other 
major markets. 
Pulse, November, 1956 
S.R.D.S., March 10, 1957 
Television Magazine, Nov., 1 956 



J\ T It I A. NGLE STATION 

WN* 

BINGHAMTON, NEW YORK 

Channel 12 





NBC-TV • ABC-TV 



operated by: Radio and Television DIv. / Triangle Publications, Inc. / 4-6th A Market Sts., Philadelphia 39, Pa. 
WFIL-AM.FM. TV. Philadelphia, Pa. / WNBF-AM«FM«TV, BInghamton, N.Y. 
WHGB-AM. Harrlsburg, Pa./ WFBG-AM • TV, Altoona, Pa./vvNHC-AM • FM • TV, New Haven-Hartford, Conn. 
National Sales Office, 4-85 Lexington Avenue, New York IV, New York 
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Mf^iiificnnt It ami nuliu 
urns tif the uerk with inter in t-tation 
til depth fur Inisy readers 



SPONSOR-SCOPE 



20 APRIL 

C*ffyrlghl l»S7 

SPONSOR PUBLICATIONS INC. 



\^ f;ill t\ lMi-iiiic>^< cmitiinicd t.. roll in this week. _\oii roiiM ln-jii- :i faint rhoriin 
of ;;riiiiil)l<'.'* Ix'fiiu to tliirad tliroiif;!! tlir l)ark«;roiiii«l. Thr \oir<->* arr tlio.-r of tin- 
iiiai-krtiii!; (•\p^•rt.^ in noiiic top a^^•ln•y ami rlirnt .>*rtiips. Tlicir \oliiiiif. too h)w to 
spoil the happv inclofh right now. noncthflrss has an insistciHc that wi^r tv cars won't 
wilfnllv shut out. 

This is thr pitrh : 

The niarkrtfrs sav that tv — network an«l spot alike — i.n Hnfferin*: from ereepiii<; 
iiiflexihility. 

To put the proposition another wax: Tv was rran-d in a ««'ller-i' market and continues 
to art as if its earlv en\ ironnient were a permanent thing. The marketers fcrl that tv. as 
a sales tool, has undesirahle rigiditv in: 

• Leneth of eontraet. 

• Time periods. 

• Programing:. 

Whether h\ wav of actual intent or implied threat, marketers profess an increasing lo\ e 
for Sunday supplements. Here, tliev sav. vou can huihl a campaign to fit your strateg\ . 

What. SPONSOR-SCOPE asked the marketers, wonlfl \ou do ahout tv? You can't make 
a Cadillac as nianeuverahle as a jeep — so where would you change the medium? Here, in 
general, are the replies: 

• Cet a hetter perspective on the hnyer's requirements to hcgin with. 

• Don't nail the contracts down for so long. 

• Loosen up the selling structure. 

Whatever happens, it's obvious that a hum is starting which \()U will hear more and 
more as the season rolls on. 



Here's the sure clue to wliat the air media mean to llie automotive industry: 
Both Chevrolet and Ford, from present indications, are alloting over .">()% of llieir ad 
budgets for 19o8 uiodels to Iv and radio. 

In nighttime tv network programing. Ford — which h} the end of next week will shape 
up its fall roster — may fully match the S17.5 million for which Chevrolet has already com- 
mitted itself. 

Radio as well as Iv will I)Qncfil from the P'ord giislicr: JWT. the Ford agency, 
is talking in terms of S2..T-S3 million for network and spot radio during the com- 
ing season. CBS Radio can have this order if it can clear the desired earh a.m. and late 
afternoon time. 



Howard Abrahams. TVB's director of retail sales, can lake a bow for the de- 
cision of the National Retail Dry Goods Association to do a survey — the first in seven 
years — on retailers' use of Iv. 

Abrahams, who came from NRDGA. has maintained a ?teady pipeline to Ed Engel. the 
association's sales promotion manager and pilot of the survey. 



NBC TV's daytime business keeps building at a strenuous paee. 

General Foods (Y&R) returned this week to the network — for the first time <ince '54 — 
with a buv of 104 quarter-hour segments in the afternoon lineup. 

Other orders, which the network estimates will come to around SIO million on a 52- 
week basis, came from Cliesebrousli- Ponds (JWT). Mile- Lab> iWade), S0^ (McC-E). 
Alberto Culver Co. (Wade) and P&G (DFS). 
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SPONSOR-SCOPE continued . . . 



Watch for a rash of agency changes by the big wheels in the chemical and 
metals field. 

Not only that: Tliey also will step up their advertising expenditures into con- 
sumer areas — meaning tv and radio. 

Here's why these raw material and fabricating people want to enlarge their sphere: 
They need more influence down the line — among distributors, retailers, and consumers. 
As these accounts look for new agencies, you can bet on this: They want outfits 
with a selling record in tv and radio. 

The planning section of one of the Big Three agencies just completed a 
sounding of the economic outlook, and here are some of its findings: 

• Spring car sales — even though somewhat late — are surging ahead. 

• Even though durable goods have been overstocked and over-promoted, the brightening 
factor is that consumer indebtedness is falling behind loan repayment — $6.0 billion 
to $6.3 billion. 

• Inventory loads are being squeezed down and business investment in consumer 
soft goods is at a new high. 

• Federal Reserve seems more likely to ease the situation contributing to the slide 
in housing. 

• Outlook for advertising will be even better the second half of this year (as 
compared to the first six months) despite the switch from a sellers' to a buyers' market. 



Mailorder business in any form is taboo at WGN, Inc., Chicago. 

This acceptance policy (put into effect by Ward L. Quaal, WGN v.p. and general man- 
ager) also bars "pitch" commercials and commercial religion. 



The manufacturer of an article retailing for $25 is getting some mighty para- 
doxical results from the tv specials he's been splurging on: 

• Audience checks show a disappointingly low quotient of sponsor identification 
three or four weeks after the telecast. 

• On the other hand, the company had the biggest sales quarter in its history follow- 
ing a couple of those specials and doubled the number of its outlets. 

• A medicine-chest count showed that the product was used in twice as many tv 
homes as non-tv homes. 

Despite Madison Avenue's reputed fickleness agencies nowadays won't solicit anoth- 
er advertiser in the same field as soon as they lose an important account. 

A case in point: An agency broke with one of the giants in its field last summer, but 
advised a competitive account that it would prefer to wait a year before firming up a deal. 

The broadening of services within an agency makes this delicacy more im- 
perative, since the agency: 

• Works intimately with the client on his day-to-day problems as well as long range 
planning. 

• Is exposed to confidential records, thus virtually becomes a member of the cor- 
porate family. 

There's a new ripple of activity among the networks to keep tv set counts up 
to date. 

The Advertising Research Foundation makes estimates at regular intervals which gen- 
erally are accepted as official benchmarks. What the networks— and many stations— now 
want is an in-between updating. 
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SPONSOR-SCOPE corUiimed . . . 



Till! hiy iiet\M»rk Iv p^ker giiiiie lining np fall hHdwh i» ni)w in ilH Hrrond 

week, iun\ iI'm taking a HDniewliat snrprieing tnrn. Sjiccificall) , the hjjoiisors s>.\\u thought 
tlicy could sit tiglit and wait for a break may have to act faster tlian they wanted to. 

True, renewals this week were jiretty slow. Hut new hnying Ikih het-n heavy, and 
that's what is lOreing the aetii>n. Moreover: 

• At iS'BC TV, tentative orders for prime time are heavy enough to make things pretty 
tight. 

• If a sponsor wants to use film, he must sign uj) h\ 15 .May to give enough production 
and planning leeway. 

• Quite aside from llie pressure on time spots, there is the comi)lication of "adjacencies" 
as schedules fdl ujj — that is, you may be lucky enough to find an ojjcn sjjot but can't use it 
because you're too close to a competitive brand. 

Here are the new buys of the week (several invoke existing shows, but under new man- 
agement) : 















PROGRAM 


SPONSOR 


AGENCY 




SHOW 


NETWORK &T1ME 


(.OST (Gross) 


Mennen 


McCann- 


E 


OSS 


ABC Th. 


9:30-10 


S28,750 


Plymouth 


Grant 




Date with an Angel 


ABC Fr. 


9:30-10 


S38,000 


Wildroot 


BBDO 




i\. Y. Confidential 


CBS Sa. 


10:30-11 


$33,000 


Lever Bros. 


JWT 




Life of Riley 


XBC Fr. 


9:30-10 


330,500 


Lever Bros. 


JWT 




Have Gun, Will Travel 


CBS Sa. 


9:30 


533,000 


RCA 


K&E 




Gobel & Fisher 


x\BC Tu. 


8-9 


$115,000 


Chesterfield 


McCann- 


E 


Gobel & Fisher 


NBC Tu. 


8-9 


$115,000 


Pharmarraft 


JWT 




Steve Allen Show 


NBC Su. 


8-8:30 


$54,000 



In terms of numbers, straight dramatic shi)\vh Innihled hardest in the network 
tv steepleehase during the 1956-57 season. 

The 42 sponsored shows that have been canceled so far break down as follows by clas- 
sification: 

General drama, 11; quizzes, 7; situation comedy, 7; variety, 6; adventure, 6; nmsic, 2; 
mystery-suspense, 1 ; sports, 1 ; miscellaneous, 1. 



Spot tv buying should start taking on nionienlnni around mid-May. 

By that time most of the network maneuvering will have been completed, and the flow 
of spot business will be coming from: 

• Accounts that have been unable to get the right nelwDrk periods and programs. 

• Major network users who have placed their next season's network business and now 
can work out spot schedules more clearly (including places where their network lineups need 
support) . 

The big buzz of the week on 3Iadison Ave.: NBC TV's never-say-die hut futile 
effort to hiduce Henry J. Kaiser to sidestep a Y&K recommendation: 

NBC TV had Camel and several other accounts interested in the first half of tlie Kaiser 
Hour s Tuesday night period and urged that the show's starting time be moved to 10 p.m. 
Y&Rs ultimatum had been: The time remains as is. or else. 

Don Durgin and iMort Werner, NBC TV v.p.'s, flew to Honolulu for a final appeal to 
the industrialist himself. Kaiser is now talking to other networks. 



Note this painful coincidence: The 1957-58 tv season happens to match the start 
of the cycle calling for a maximum bike in program costs. 

Two cases in point: On all original fibns, the Phil Silvers show jumps from $42,500 
to $47,500 net. (Re-runs remain at $17,500 net.) The Perry Coino show goes from $110,000 
to $140,000 gross. 
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SPONSOR-SCOPE continued . . . 



ASCAl* sources this week gave SPONSOR-SCOPE two impressions of how 
the organization stands vis-a-vis a new licensing agreement for tv: 

1) ASCAP's own negotiating committee will not initiate any new contract but 

will wail for the broadcasters to say what they want. 

2) Any proposal for a decrease in rates will be rejected. 

ASCAP in 1956 look in about $18 million from tv and radio, as compared to BMI's in- 
come of between $8-S9 million from the same sources. ASCAP's take was split around 55% 
radio, 45% tv. 

hi all, the air media spent around S29 million for performing rights fees 
in 1956. 

(See WRAP-UP for name of committee appointed by broadcasters to negotiate a tv 
licensing agreement, effeclive 1 January 1958.) 



The syndication field has shaken off the feature film cascade and is hack in 
strong stride. 

Nole how well these first-run syndicated shows have been faring in sponsored sales: 

Hawkeye & the Last of the Mohicans (TPA), around 115 markets. 

The Wliirlybirds (CBS), approximately 135 markels. 

Sheriff of Cochise (NTA), close to 180 markets. 

The Silent Service (NBC), a total of 80 markets in three weeks. 

(See 27 April sponsor for in-depth study of dimensions, trends, buying patterns, etc., of 
syndicalion film for ihe cojning season.) 



Royal Typewriter is the latest network user of special promotions to support 
telecasts with advance audience ballyhoo. 

Royal has added a sizeable budget for drumbealing among stations in the NBC TV line- 
up for three nighttime Ray Bolger programs. 

The limited splurge, which starts 9 May, will spotlight the firm's new office model. 

J. Walter Thompson, which probably will have more tv shows on the air than 
any other agency, is putting a lot of emphasis on audience promotion. 

Plans in that direction call for: 

• A reorganization of the agency's air media promotion and publicity setup. 

• A special promotion budget for all new shows. 

• Use of a road squad of exploitation people, operating on both national and local 
levels. 



The juiciest network radio deal of this week was Texaco's renewal for the next 
(and IStli) season of the Metropolitan Opera broadcasts on ABC. 

Involved are 28 Saturday matinees at an expenditure in time and talent of $750,000. 
Cunningham & Walsh is the agency. 

Another substantial network radio buy this week was General Food's spread for its 
Postuni division on both NBC and CBS. NBC Radio estimates its OF biUings will be 
about $250,000 this year, while CBS Radio figures the 11 Postum segments at $11,000 a week. 



Creativity and human relations will be the central themes at the Four A's 40tli 
uninial meeting (2.5-27 April) in White Sulphur Springs, W. Va. 



For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 47; Spot Buys, page 56; News and Idea Wrap-up, page 60; Washington 
Week, page 73; SPONSOR Hears, page 76; and Tv and Radio Newsmakers page 82, 
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They all ayrec 



IVDGY is the Tivin. Cities^ most listened-to-station . . . 

every afternoon^ Saturdays included 



Tlinfs what tlic latest Pulse says. That's what tho latest Hooper says. 
That's what the latest Trende.x say?. In fact. Treiulex places WDUV first 
ill tho luoniiiijr. afternoon and all-day. Pulse gives WDOV au averaire 
rating of 0.0 (7 a.m. -7 p.m.. ^loii.-Fri.) . Whatever rei)ort you like best, 
yon can iiso it to buy prime availabilities in AVDnV's many tiist-iilace seg- 
ments through tho day. And plenty of local and national advertisers aro 
(>xi)rossiiig their agreeuiont, too. 

Let Blair bring yon uj) to date on what Storz Station iiro<rraniining has 
done to Twin Cities" radio listening. Or. talk over the new tignre^ (and 
what thev mean) with WDGY General Mana-jer .Steve Labuiiski. 



TKe Storz Stations 



WDGY 

.-}!), 1)1)0 iratts 
MINNEAPOLIS-ST. PAUL 



TODD STORZ 

President 




WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 

Represented by John Blair <£ Co. 



WQAM 

Miami 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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AMERICA'S 




RADIO 
STATION 




now rated TOPS 

I 

I in San Antonio's 
I Home County 
I by the NCS No. 2 

\ 

Everyone else 
claims 1 st place 



860 kc 5000 watts 


K 


O 


N 


O 



SAN ANTONIO 



Radio 



Get the FACTS - 

Call your H-R or 
Clarke Browne man 



Timebuyers 
at work 




Alice Wolf, Grey Advertising. New York, coinnients: "Bu\iiig can 
he creative. This is especially true on accounts which seek a more 
specialized type of audience. For creative huying, the huyer must 
assume the responsibility of digging into the client's problems and 
making himself aware of the features and demands of the product. 
Recently, we completed this kind 

of huying for Dan River Mills ; 
their second plunge into spot tv. 
Because of the commodity, it was 
predetermined to reach a woman's 
audience. Thus, it was necessarv 
for the advertiser to select time 
which would reach the interested 
v\oman; namely, housewives and 
homeniakers who are generally 
the decision makers for buying 
clothing and fabrics for family 
and home. To hit this audience, 
we chose women's participation programs which featured good 
personalities. These personalities had a loval following, and because 
of their intimate approach to the audience and their personal en- 
dorsement of our merchandise, they delivered our message best. 
At the same time, it was necessary that they appeal to manufac- 
turers, wholesalers, and retailers, a group important to the client." 



Grace Porterfield, Benton & Bowles, New York, says: "Once again 
the broadcasting industry is faced with the many problems imposed 
by daylight saving time. The advent of Ampex shed some needed 
light on the tv picture — we had hoped that all niarket> observing 
daylight time would take the original feed: those markets observing 

standard time take the Ampex feed 
one hour later. Thus, no dis- 
ruption in telecasting would occur. 
Overloading of AT&T lines was 
not taken into consideration by 
those of us who anticipated an 
abrupt end to daylight saving 
problems. It seems that with the 
constant juggling of network pro- 
grams, stations should move an- 
nouncement? and shared station 
identification with the programs. 
The majority of spots are pur- 
chased because of program adjacencies and resultant ratings, not 
time periods. Six months of the year is a great investment in insur- 
ance to protect prime spots scheduled to run November through 
April. Although v\e sympathize with the network and stations, where 
is the advantage to a 52-week spot advertiser when he loses his 
prime adjacencies at a time when ratings are beginning to decline?" 
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We Took 
Our 




toward proving that 



Notfuiu] — y noduiui ottladh Had M mM 




I 





10 



PHILADELPHIA 



Nationally represented by EDWARD PETRY & CO., INC. 
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GAMBLE COlAFAt^^ 




TAG DoUg'tl" 

i^BC DAYTIME TEL)^ 



'Que 





,6^ 



COM,, 




WESSON OIL & SNOWDRIFT SALES CO. 



"Matinee Theatre" 
"Comedy Time" 
NBC DAYTI^ffi TELEVlSlOIj 



THE 



'Tic 

■'"9 c n « 



low" 






$17 MILLION 
ORTH OF 
LOVE LETTERS 





were signed, sealed and delivered to 
NBC Daytime Television during the first 
1-i weeks of 1957. That's the ann)unt invested 
in new daytime business on NBC by ten 
of America's leading advertisers. 

Why? 

Because Nielsen, Trendex and ARB all 
show that the greatest audience swing in 
daytime television history is on. Millions of 
viewers arc shifting to NBC's new 
daytime line-up — making NBC the 
Number One network in daytime television.' 

Advertisers are hndins; NBC's 
imaginative new shows and glittering array 
of star sales-personalities attractive, too. 
Ten of them took pen in hand 
to prove it... by sending NBC some of die 
nicest fan mail a network ever received. 



NBC TELEVISION NETWORK 



by Joe Csida 




Sponsor 



stations 



popular music 
BAKERSFIELDX 

. ...A^A-r^r. CALIFORNIA 
LANCASTER / 



SOUTHERN 

SAN JOAQUIN TRADING ANTILOK 

VAiixy AREAS VALUy 



«47,oeo . 



tIM,l>l,000- 



- POPULATION- 
■ RETAIL SALES. 



- ttot.OM.oeo 



COMBINED 2 ) roruLAnoM... 538,000 
MARKETS TOTAL} uiAn SAUs..$«81,aS2,OeO 



»Uy •OTH STATIOMS 
KUS. KIVM 
rO« COMUNID RAm 
LESS 





Did Universal International wait too long? 

In the almost twenty years that I have known 
him I have never seen Milton Rackmil, the 
douhle president (Universal-International Pic- 
tures and Decca Records) standing on the dock, 
open-mouthed as the boat proceeded down the 
bay. I have such a mental picture, however, of 
Mr. Rackmil today. For I believe he may have 
waited just a little too long to make his televi- 
sion deal for the pre-1948 U-I catalog. There 
is word that Mr. Rackmil and Norman Gluck. U-I's tv head, are 
talking in the rather exclusive neighborhood of $23,000,000 for the 
slightly more than 500 features in the U-I libran'. But I cannot 
believe they will be able to get the deal they could have gotten, say 
a year, or even six months ago. 

There are three reasons why I feel that ]\Ir. Rackmil finds him- 
self with his suspenders snapped, and his trousers draped around 
his knees. First, of course, is the fact that the stations themselves 
have become far more astute buyers of feature film than they were 
not too long ago. It was inevitable that they would learn a little 
something from their negotiations with the Matty Foxes and other 
astute traders, who have sold them several thousand pre-1948 fea- 
ture length movies to date. 

Thus, for their negotiations with U-I (and Paramount, which I 
pass up in this discussion because I understand their dealings with 
tv have been shelved pending the outcome of U-I's arrangements! — 
for these negotiations an assortment of some of the most powerful 
broadcasters in the land have formed a syndicate, through which 
they are contemplating making the U-I deal. These broadcasters 
include the Storer group, the Westinghouse stations, and possibly 
the several DuMont properties. All three of these operations have 
program and management personnel who are familiar with the score. 

Block booking suit against Loew''s an important factor 

Familiar enough, to be sure, to realize that the recently instituted 
suit of the Department of Justice versus Loew's, Inc., does not lend 
comfort to a man trying to peddle a trunkful of 500-some-odd fea- 
ture films in a block. For the suit charges, of course, that Loew's 
should not have sold, and should desist from further selling all 725 
of its pre-1948 feature films in a solid block to stations. Victor 
Hansen, the assistant Attorney General, claims that this is illegal, 
as the Supreme Court in 1948 found the block booking of films to 
theatres to be illegal. Maybe so. and maybe not. but the fact re- 
mains that it could turn out to be unwise for a holder of large blocks 
of film properties to dispose of same in solid blocks right at this 
time. 

The fact that the Justice suit against Loew's was instituted as a 
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only WGN-TV 
brings it to them 



1957 marks the 10th consecutive year of WGN-TV's 
exclusive baseball telecasts. Since 1947, WGN-TV has 
brought all daytime home games of both Chicago Cubs 
and White Sox to millions of their fans. And these 
home viewers are in a receptive mood for your sales pitch. 
This is the highest-rated sports feature in the nation's 
second largest market! Choice 10, 20 and 60-second 
baseball adjacencies are available for as little 




WGN-TV 

Channel 9 



as 48c per 1,000 home impressions. See your WGN-TV representative, today! 



TOP-DRAWER ADVERTISERS BUY WGN-TV IN CHICAGO 
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Sponsor backstage continued 



11% MORE audience 
than Station B ALL DAY!"^ 






5000 

IIVEIY WATTS 



Feb.-Mar. '57 Hooper In Lansing Shows 
MONDAY THRU FRIDAY 



7:00 a.m. -12 noon 
12 noon-6:00 p.m. 



WILS Station B 



58.9 
54.6 



26.6 
32.7 




20 to 1 power 
in the Central 
Michigan area. 

2nd biggest market 
in Michigan. 

*Jan. thru Mar. 
average C. E. 
Hooper, Inc. 




WILS 

^en^s sv^^^ 




Represented Nationally by 
Venard, RIntoul & McConnell, Inc. 



result of conijjlaints to the Department on the part of several station 
operators indicates that the station men have heen doing lots of 
thinking about the purchase or lease of Hollywood feature film. 
The broadcasters I mentioned above are fully aware, too, of the 
third of the reasons why I believe Mr. R. dallied a mite too long 
before making his tv pilch. This is the fact that just recently the 
C & C Television Corporation finally cleared 83 post 1948 feature 
fil nis (KKO Product) for television with the Screen Actors', the 
Screen Writers' and the Screen Directors' Guilds. It is reported that 
C & C paid the three guilds over $1,000,000 to secure the rights to 
release these jjost 1948 pictures to television. 

C&C deal with guilds simplifies post '48 feature release 

The dam has cracked. Newer, fresher, much more appealing fea- 
ture film product has become available to television. The probabil- 
ity is that the C & C deal with the Guilds will not set the pattern for 
all deals for clearing post 1948 pictures for tv. But it will go a 
long way toward making future deals between producers and the 
Guilds easier and faster to consummate. Advertisers, agencies and 
stations consequently can look forward to an increasing flow of post 
1948 product to reach television in the next six months. 

With such newer product becoming increasingly available; with 
the government attempting to restrict the block-booking approach 
in feature film selling to television; with stations banding together 
to gel the best buy possible I feel that the dice are loaded and it is 
not Mr. Rackmil s turn to shoot. Rack is, however, as close to 
being a financial wizard as 1 have ever encountered, and he may 
yet come out some way with the finest deal ever made by a Holly- 
wood picture maker for his product. For his sake I hope so. 

Regardless of whether U-1 gets $23,000,000 or double or half 
that amount the feature film outlook for stations, advertisers and 
agencies seems to me to be wholesome. I believe that so much more 
good product is going to find its way into tv in the next 12 
months that stations are going to be able to play pictures with solid 
entertainment values with far greater frequency than they are now 
able to do. As the viewing public realizes that so many more of the 
feature lengthers they see are worth sitting through, ratings for the 
feature length periods will be more consistently substantial. All of 
which obviously means the feature-length shows will become better 
adN crtisin": bu\ s. 



Chueklesome thing happened on WNEW, New York last Saturday 
(30 March) : Art Ford, the station's new Make Believe Ballroom rec- 
ord spinner, commented on a slight crashing noise in the studio. 
"You cut that out. Bill Kemp," be said. "That Bill Kemp,'' he 
added, "He's a real card. One of the funniest and most entertaining 
fellow? on the air. Tune him in. He's on immediately following 
our j)rograni. . . ." 

Came the end of Ford's show, time for the Bill Kemp stanza and 
an announcer expressed regrets over Kemp's failure to be in the 
studio in time to start his show. Delayed in Iraflic, said the an- 
nouncer. ^ 
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LZ-TV viewers fDOured in more than ^16^J900 
letters when "Buttons the Chimp" made 'her. debut on 
^the late_^vening Dick Lewis Shows. These were adults, 
NOT'children. 





So successful has been ^[ ^ ,,e- Dullina-p^$weP^{v'^uttons^the Chimp" that 
he is\ now.- a'n^ Lr^^portant part of KLZ-IVvVevitalized afternoon 
prog(|arnmm^ ^ncJ^elling format — combining chimp appeal, top 
Hollywo^o^/frolfidj^JijK', and the salesy/power of Denver's top selling 
personalities. It is theseMtn9iest__grogramming' in Denver daytime TV. 



3:00-4:30 WEEKDAYS 

STARR YEULAND 
MYSTERY MATINEE 

Denver's Mr. TV himself — backed by 'Mr. 
District Attorney,' 'City Detective,' and 'The 
Whistler'— in a new adult selling punch. 





4:30-5:00 WEEKDAYS 

DICK LEWIS 
MATINEE 

The region's top selling night-time TV 
personality now adds a new daytime show- 
supported by Kit Carson. 



— and "Buttons the Chimp" appears daily on BOTH matinees! 



Fu// sponsorships, co-sponsorships, or full 
minufes still available. Call your KATZman or 
Jack Tipton, general sales rvanager, Denver, 



TWO NEW DAYTIME FEATURES 

ART GOW SHOW- 11:15 - 11:30 a.m. 
CARL AKERS NEWS - 5:00 ■ 5:15 p.m. 
Monday thru Friday 



CBS in DENVER 



-TV 





Represented by the KATZ Agency 
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Things are hatching 
in the 
WREN'S 





tires 




... or foxes 

They Both Pour 
Money Into TOPEKA 

Take a new look at the Topeka 
maiket and yon '11 like what yon find. 
Consli iiclion's at an all-time high 
. . . like the new $8,500,000 state 
ofTice hiiilding jnst completed, or the 
$10,000,000 expansion of Goodyear's 
already huge plantl Bnstling, busy 
Topeka has gained heavily in popula- 
tion . . . 126,000 now in the Metro- 
politan Area. It's 84th best in con- 
sumer spendable income, loo! And 
in the new Nielsen circulation rat- 
ings, gel this: \VRF,N delivers 42 
per cent of Topeka's homes every 
single day. 1 opeka is \VORTH 
11A^'1^'G ... and WREN' is the 
low-cost way to get it. 

REP. BY JOHN E. PEARSON 




5000 WATTS 
TOPEKA, KANSAS 



News and views for women in 
advertising and wives of admen 



Women's week 



Gli&IJ gets top \><)niaii exec: lieggie Schuebel, media v.p. of 
Nonnan, Craig & Kummel, New York, has resigned to become 
director of nelwork relations in New York for San Francisco's Guild, 
Bascoui & Honfigli. 

''The creative slaff continues to headquarter in San Francisco," 
Reggie told SPONSOR. "This appointment simply underlines the im- 
portance of having a media executive near the networks in order to 
scout out still tight prime nighttime periods and to help clear a 
maxiniuni number of stations for network shows."' 

"Suuiiiier Smoke": This phrase doesn't refer to a corn-cob pipe 
smoked in the privacy of a haystack in August, but rather to a col- 
lection of David Crystal-designed ladies" summer clothes, which 
have been shown around the countr)' since 15 April. 

It all started with an idea hatched for Kent cigarettes by Sam 
Cbernow, president of Chernow Advertising Agency and Y&R, P. 
Lorillard Co.'s agency for Kent cigarettes. 

A 17 April fashion luncheon at the Waldorf kicked off special 
showings for style-conscious women in over 200 cities. Models will 
be shown on local tv shows in guest appearances. 

"By tying Kent in with the David Crystal fashions," says Lorillard 
president Lew is Gruber. "\T'^e re reaching women at their most recep- 
tive — when they're shopping for new clothes." 

V^acatioii tips: In spring, young women's fancies tend to run along 
vacation lines. This year s big favorites for quickie (under two- 
week) vacations according to Pan-American. Panagra and Colonial 
Airline experts are the following (in order of costliness) : 

Bermuda ($99), Nassau ($181.80), Jamaica ($244.80). Prices 
include fare only. And for gals who like the exotic (and have $58 
in cash plus a willingness to pay the rest of the $577.40 in monthly 
installments for food, fare and hotel costs) there's a glamorous 
11 -day Panagra tour from New York to Panama, Ecuador and Peru. 

Womeii''s service shows: It's sad. but true, that the number of 
women's service shows both on radio and tv has been declining, 
according to sponsor's recenlly-publislied 1957 Buyer's Guide. 

The Buyers' Guide suney found 77% of the 365 tv stations re- 
sponding have kitchen shows. In 1956, 87% of 325 tv stations 
replying had such programs. 

Among reasons Josie McCarlhy. NBC TV kitchen expert, cites 
for this decline in popularity is that women commentators them- 
selves aren't "keeping up with ihe times and taste trends and being 
sufBcienth entertaining in a show business sense." 

WHER, Memphis: The entire staff of this station (except for the 
general manager and technical crew) is composed of women. This 
angle, spelled out in the stalion call lelters. is being used in a new 
fdm production by Joe Pasternak. The film (based on the station) 
is to be released in lime for the 1958 Cotton Festival in Tennessee. 
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The "new" 

WDATJ-TV 

inakes"ONE MARKET' 
of SCRANTON... 
WILKES-BARRE and 
the 52 communities 
of NORTHEAST 
PENNSYLVANIA 





On April 1st, WGBI-TV, Scranton, became the new WDAU-TV, 
Channel 22, an affiliate of WCAU-TV, Philadelphia. 

Everything's new on the new WDAU-TV! 

• NEW! Power upped to one million watts. 

• NEW! Doubled antenna height... the highest in the area. 

• NEW! Transmitting equipment is the latest 
advancement in the field of electronic transmission, 
increasing power nearly sixfold. 

• NEW! Doubled coverage area ... reach ing IVi million 
people in 19 counties. 

• NEW! Sharper, brighter, consistently clearer picture, 
over the entire area. 



in the past, WGBI-TV surpassed all competition in Scranton and Wilkes-Barre, both day and night. Now, 
the advantages of WDAU-TV's new facilities plus the seasoned skills of WCAU-TV, guarantee the LARGEST 
AUDIENCE IN THE AREA AT THE LOWEST COST! Phone H-R TELEVISION for the complete story! 



w 


D 
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Scranton 




CBS Television Network in Northeast Pennsylvania 
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Handy Bookmark Series 



V 
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xMas 



an 
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^ege^^''!;;. energy 



sa\es 



Keep your place 
in Los Angeles 

with KTTV 




tiono 




49th and 
Madisoii 



Don't be prime-time blind 

Do you plan to sell reprints of your 
article "Don't be prime-time blind," 
\vhich appears in your March 16th is- 
sue of SPONSOR? If so, when will the 
reprints be available and how much 
will they cost? May we truthfully say 
that this is one of the best articles we 
have ever read on present-day radio. 
It is a compilation of facts that truth- 
fully and accurately describe the ad- 
vantage of radio advertising in all 
time periods. 

Again many thanks for the true pic- 
ture of a great media, RADIO! 

Raymond Caddell, v.p. & gen. mgr. 

WHSC Radio, Hartsville, La. 

• Keprinis of this and many other SPO'SOR 
articles are available. **Don*t be prime-blind** 
reprints are 20c each, S15 per 100, $45 per 500. 



Dodge omission 

As one of the spokesmen for the 
broadcasting industry, we in the trade 
look to SPONSOR magazine for authori- 
tative and truthful information about 
the broadcasting industry. I was, there- 
fore, disturbed somewhat about the 
misinformation contained on page 36 
of the March 16 Comparagraph. 
W. D. Moore, director, advertising & 
mercliandising. Dodge Division, 
Chrysler Corp., Detroit 

• The page Reader Moore refers to is a new 
feature listing programs and their ratings hy in- 
dustry category of the sponsoring companies. 
SPONSOR inadvertently omitted listing of 
Lawrence Welk Top Tunes and ii'nc Talent (ABC 
TV .Monday night) as among Dodge-Plymouth 
shows and listed Plymouth as sharing the Lawrence 
Weill. ABC TV show Saturday night (Dodge is 
sole sponsor). Moore also noted that SPONSOR*s 
listing of a Dodge commercial In the Plymouth- 
sponsored AilC TV Ray Anthony show was In 
error. Broadcast Advertisers Reports, which sup- 
plies data on sponsorship to SPONSOR, however, 
reports that it did tape-record a Dodge commer- 
cial in the Anthonv show for the week covered 
in SPO.\SOR. 



Mr. Sponsor 

I received considerable comment re- 
garding the "profile" (Mr. Sponsor, 8 
December issue) and whether or not 
it was due to Miss Ekberg or my com- 
ments on tv I don't know — but it prob- 
ably was due to Miss Ekberg. 

L. A. McQueen, v.p. in charge sales 
General Tire & Rubber Co., Akron 

• Larry McQueen was shown standing with 
Anita Klkherg at a General Tire promotion. 
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Thank yon for the "iirofilc" ( Mr. S|)()ii- 
sor, I'J January issue) wliicli appeared 
recenth in si'ONSOH. I can't tell jou 
how nuieh i a|)|)reciute the \ery fine 
jol) you did for me. 

I have received a ver} lar<;c nnnd)er 
of complimentary letters and the nuiny 
stations thronghoiit the country who 
receive your niapazine called the arti- 
cle to the attention of man} of our 
local hottlers and I can assure you it 
did us an untold amount of good in 
further cenientinfi our relations with 
them. 

Francis K. Gorman, advertising mgr. 
iXehi Co., Columhus, Ca. 



Radio eases traffic tie-up 

Two months ago WWJ started rush- 
hour tralTic reports direct from De- 
troit Police Headquarters. Today 
these broadcasts are as essential to 
most Detroit motorists as radio con- 
tacts are to plane pilots. 

W'e believe this project is more 
than a "service" activity because it 
has created more pubHcity for WAVJ 
than anything we've done in years. 
The project has increased advertiser 
interest in both morning and after- 
noon periods and we've had several 
requests from clients and agencies for 
sponsorship of "Expressway Reports." ' 

They also have added a tremendous 
feeling of inunediacy to the shows. ' 
The dilTerence between a motorist get- 
ting stalled in a traflTic jam (and being 
late for supper) or knowing the ex- 
pressways are clear is tuning in to 
WWJ. 

I'erhaps this is one more way in 
which WWJ has contributed toward 
the revitalization of radio. 

Don DeGroot, assistant general 
manager, WWJ, Detroit 



Success stories yearly roundup 

I have been instructed to prepare for 
the April issue of NADA (the manage- 
ment magazine of the automobile re- 
tailing industry) an article on automo- 
bile-dealer use of tv on the local level. 

I have been to TvB and obtained 
much useful information, but I'm short 
on success stories. TvB mentions 
SPO.NSOR s year-end compilation of suc- 
cess stories — just the kind I'm looking 
for. Could you provide me with tear- 
sheets or reprints of these? 

Raymond V. Ahearn, assistant editor 
NADA, Washington, D. C. 

• Rrprlnis of Tv and Radio Results for the 
yrar (1956) arc avaUable at 25c prr copT. 
Rates are lo>*er for quantity orders. 
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X-X TAKES TWO ^OOKS 
^O^"^"^ TRUE PICTURE' 

ii^^^^^H 'l "^5^^-^ ^''^^^ ^^^Bf/i 

r^i- 

KBET-TV leads the field 
in the whole coverage area! 

6-9 p.m.* 9 p.m. - Midnight* 

^ SHARE OF 

KBET-TV 35.0% 42.2% AUDIENCE 

Station "A" 31.6% 34.0% SUN. through SAT. ^f^^ .^^ai adca 

^TygBy^ TOTAL AREA 

♦Sacramento and Stockton ARB's, Feb. 1957. W l4rf¥ J COUNT: 

^^^JlftF^m 389 301 

Sacramento ARB weighted 2-1 over Stockton to obtain averages. ^^^M^^^r ' 




KBET-TV CHANNEL 10 

SACRAMENTO e&i® CALIFORNIA 



BASIC 




CBS OUTLET 



Ca// H-R Television, Inc. for Current Avails 
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WILL "OUTSIDE" PACKAGES RESHAPE TV ? 



With hroadeiKMl l)a>;e of creativity, show control is dccontrahzed. 
Daiijrers may he hoost in cost and excessive riding of trends 



^Tlie era of tlomination by network 
stafT produced shows is over. As next 
fall's network tv program profile be- 
gin* to take shape, it's apparent that 
an increasing number of shows will be 
supplied by independent packagers. 

Out of some 20 new shows definitely 
scheduled to go on the three tv net- 
works. onl\ five are actually network 
StafT produced. This does not mean, 
however, that the control of these 15 
shows has necessarily shpped from 
network hands. 

What it does mean is that the net- 
works have opened their doors more 



by Evelyn Konrad 

wideU than in recent years to the 
product of di\ersified programing 
sources. Tlie reasons for this trend en- 
compass a complex of condition>. in 
which Congressional and FCC inverti- 
gat ions figure to a varying degree de- 
pending upon the network. Hut prob- 
ably equally high on the list of causes 
are ?uch factors as show risks, costs, 
changing talent contracts, client rest- 
lessness resulting from disappointing 
ratings. 

While pilots and presentations for 
news shows are still making the rounds 
among agencies, clients and agency- 



men arc asking a number of questions 
arising from this flood of ?o-called 
"outride'' packages: 

• What eflect will the increased 
number of program source^ have on 
tv show co>ls? 

• Do more outside packages indi- 
cate that clients and agencies are gain- 
ing greater control of programing and 
?how content? 

• Is this broadening of the creative 
ba?e any guarantee against low rat- 
ings? 

• Do outside packages mean more 
or less contractual flexibility for the 
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"Big" shows like Playhouse 90 will continue to 

be net-produced, but "co-production" with outsiders is 

trend. Agencies have bigger voice with packagers 



client. an(] arc tlie-e packagers in a 
position to share the client's program- 
ing risk as the networks tend to? 

• What will he the network's fu- 
ture function in show production? 

While the answers to these (juestions 
are almost as diverse as the j)rograni 
sources and jirograining men who pro- 
vided iheni. these are some of the 
major facets to consider in evaluating 
the nascent network lineups for fall: 

Costs: With production costs rising 
an\ where from 5 to 10% over-all this 
fall, even giant network advertisers 
lia\e heconie increasingly economy- 
conscious. This fact has caused agen- 
cies to seek more control of shows, 
v\hether the ?hows are network or out- 
side produced. 

For instance, a top automotive man- 
ufacturer, whose new fall program is 
essentially a network package, has 
stipulated that the program must have 
a particular free-lance executive pro- 
ducer riding herd on the show "be- 
cause he's cost-conscious." This pro- 
ducer, while paid by the network, 
actually represents one client only, 
since his res|)onsil)ility is restricted to 



that client s particular ])rogram alone. 

The "package" is still network-pro- 
duced, stars personalities under long- 
range network contract, but the con- 
trol lias passed subtly to the client. No 
longer is this client paying a set "pack- 
age"' fee. but rather the production 
costs of the show on a week to week 
basis. 

More fre(juently, new shows for next 
fall are being produced under "co- 
production" agreements between out- 
side packagers and the networks. Last 
year, according to CBS TV program- 
ing v'.p. Hubbell Robinson, Jr., over 
50% of the top shows were made on a 
network-packager "co-production" ba- 
sis. In such instances, the financing is 
frequently the network's, and assumed- 
ly the control as well. 

In practice there's been a change in 
these arrangements too. Until a year 
or two ago, network financing of an 
outside produced package generally 
meant that the network got 50% own- 
ership of the show. The added strength 
of giant outside packagers has reduced 
the percentage ownership given the 
network in return for financing alone. 



This does affect the cost to the adver- 
tiser in this way: 

Networks have at times been willing 
to give price concessions in the form 
of contributions to the client's pro- 
graming cost either for the sake of sell- 
ing a property in which the network 
had a stake or for the sake of build- 
ing a time period. As the network's 
financial control over the package de- 
clines, it's less inclined to give price 
concessions since they now have to be 
made up in time sales rather than 
through production savings or resale 
value of the property. But pure con- 
cessions are less and less prevalent be- 
cause of the ample supply of product, 
according to an ABC tv executive. 

The independent packager isn't in 
the same position as the network in 
making price concessions. Some gi- 
ants like MCA or Screen Gems, of 
course, can amortize costly produc- 
tions over a number of properties. 
The smaller packager cannot. But even 
the giant producers rarely have any- 
thing other than the program itself 
through which they can make money 
fas networks can with time sales). 
MCA and William Morris are major 
exceptions because of the talent agent 
part of their business. 

There are other aspects to the cost 
picture. Suppose a producer has a 
program for which he's asking S40,- 
000 a week. This price will probably 
be the same whether he's selling the 



WHAT **OUTSIDE'' SHOW FLOOD MEANS 

Costs: When agencies influence an "outside" package from planning stage, 
they may be able to hold costs down. But availability of more product 
also means networks are less willing to make price concessions on particu- 
lar shows. Network-sold outside-produced shows may boost cost to client. 



Contract's: Independent packagers find it difficult to make the "escape 
hatch"' contracts clients seek these days. 'J'hey can't let client off the hook 
on talent committed for 39 weeks. Networks tend to be in better financial 
position to do this because prime concern for them is time, not program sale. 



Control: Network control continues strong on "co-prodiiced"' shows. But 
agencies tend to have bigger influence on outside packages, particularly if 
these are bought in idea stage. J'ackagers are gaining more control of their 
shows versus the networks, are more free to move shows to other nets. 

Creativity: Broadening the base of creativity siionld mean more fresh 
ideas. But packager, by nature, looks for "sure-fire" shows, which tends to 
make him ride trend- more than net whose concern is for over-all lineup. 




Dan Enright, executive v.p. 
of B&E, hit it big with Tuen- 
ty-One. lie and Jack Barry 
were radio idea men with 
WOR before 1949, then be- 
came independents packaging 
such shows as Faith Baldicin 
Theater, Oh Baby, Wisdom of 
the Ages, ITinky Dink and 
You. NBC has Ticenty-one. 
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show to l\io rliciil tlirectly or lo l\w 
network. If Ik's selling it to tlir mt- 
work iiiid tlir network then re-^ells it 
to ;i client, cliances are, |)iirtiriil;irl\ if 
it's ii strong |)ro|)erty, tlnil the network 
will increase tlie asking price to in- 
clude a |)rofit. I he |)riee to the adver- 
tiser has then increased not hecan^r of 
ad(h'd |)ro<hiction values, hut Ix-can^e 
two dilTerriit eutre|)reueurs arc adding 
a profit margin lo the show. 

llo\\e\cr, tin" network (h)es not al- 
ways auloniaticalK add its own profit 
margin to an "oulside-prcxhiced" 
sht)w. It iiia\ need the show to round 
out the over-all programing halance. 
or to htuhl the >-lrenglh of a pavlicular 
e\ening. Thi< aim may over>hadow 
the wish to earn money on that par- 
ticular |)ackage. 

riiere are other \ arial)les, in the na- 
ture of the outside producer himself, 
which alTect the final cost to the client. 
According to MCA \'.p. Alexander 
Stroiiach. Jr.. such |)ackagers as .MCA. 
Screen (Jems. Hal Koach. Desilu and 
the HolKwood majors ha\e full con- 
trol of helow-the-line costs hecati>e 
lhe\ own lots and have crews on staff 
contiiniousl\ . The smaller packager 
has lo rent studios for the specific oe- 
easion and ''could get stung." 

The other side of this coin, eited 
hy flarold L. Ilackell. Official Films 
president, is that fact that owning lots 
means a conliiuious overhead which 
can |)inch during slow perif)ds. "i\ 



ARTICLE IN BRIEr 

The advent of more independent pack- 
ages on net tv next fall has advantages 
and drawbacks for advertisers. While 
it may broaden the base of creativity 
and give clients more choice, it may 
also foretell more "safe, surefire " pro- 
graming. Client control will increase. 

capahle |)r()diiccr uiakc^ ad\ antageoii^ 
contracts for studio rental-, ami the 
client i-n't jieiiali/ed for the fail a 
|)ackager doesn't own the >-lndio."' 

In iiKMU rex|)ect-, the |)ackager- 
lia\e a stake in lr\iiig to hold the eo-t 
line, ,-iiice a show hecome- prn|>iirtion- 
ately more dilficidt to sell as the |)ricc 
goes Ill an efTort lo hold the co-t 

line, for instance. Harr) & Kiirighl re- 
(enll\ hired a man who?>e niiK func- 
tion is lo watch helow-the-line cost-. 

('oiilrol: A great deal dejxMid- hotli 
U|)oii the size of the |)aekager and the 
success of his show. The originator 
of a l)ig-uu)ne\ (|ui/. show got fi\e 
|)hoiie call-, as he rememher-^ it, on tin- 
day after the show debut from the cli- 
ent who wanted to ino\e one small hit 
of stage pro|)ertv from the right to the 
left. 

''If the show hadn't been a hit, we'fl 
|)rol)ably ha\e gotten this kind of 'sug- 
gestion' from him coiilinuousK ,"' the 
|)ro<lucer told jiPO.NSOR. "But when a 
?liow s a hit. IK) one ^\ants lo change 



it, and i-\cr\oiu' concciiird with it i- 
a fail hailed |)()\ ." 

The |i,u kagcr- and network |)ru- 
^'i.iiiiiiig iiirii inters ii-wcd li\ s|*<)\-t)it 
-ee a^i'iic\ or I lieiit coiitr«)l on tin* 
swiiig oiil\ ill iii-taiicr- when tin- ••how' 
i- bought ill the "ide;i" -tage a- i- the 
ca-e gciu-iallv when the -how'- built 
around a major jx-i -oiialit\ . i lii- i- 
triic of tliir-e new -how- -J be<|idc<l to 
go on \[5C I \' next fall, for iii-laiicr: 
the I'raiik ."^iiiatrn -eric- and the (]\\\ 
Mitclifdl ami I'al Uo«)iie \ariet\ -how-. 
It iua\ be true of the new (li-ele Mai - 
Keii/ie -ln)w bought bv |{e\loii and 
going oil \\\C T\'. 

.^iiicc film serie-, too. tend to be 
bought earlier tlie-e <la\- that i-. 
-ometime- without a |)il(it thi- ineaii- 
tliat the bu\er, be it the netw«)rk or ihe 
ageiic). has more to sa\ about the 
contents of the scric-. 

The dccrea-iiig hold network- lia\e 
f)ii i)rograiiiiiig to(la\ bet omc- iiio-t 
ob\ioii- when -how- that lia\(^ long 
been a»ociale(l with (jiie network ino\e 
lo another. For e\aiii|de. nc\l fall Lou 
lulelman i> nio\ iiig The Ddnny T hornas 
Show fmrn AUG Tl to CliS Tl . 

Fdeliuan i- al.-o the jirodmcr of 
If yall Earp and Jun llon ic. W hile 
AI5C 1 \ ha- a fairly long-term t-xchi- 
si\il\ contract with Fdelman for ihe-e 
-hows, it i- concei\al)le lhal the -how- 
could be iiio\ed with mutual eon-ent 
\ I'leaxe turn lo pngr 71! I 




David Sutton, vice presi- 
dent of .MC.V Film Symlici- 
tion, liad long sales liistor)' 
witli nets and station? liefore 
joining MC.V in 1932. Mt. \'- 
production arm, Re\ iie I'ro- 
ductions, ha* lop-raled 19.56 
General Electric Theater on 
CBS T\ . As a laleni agciu 
giant, MCA has advantage. 



Louis F. Edelman lia- 

liiree .VBC T\ winner-: Dan- 
ny Thomas Show. If uitt Earft, 
Jim Bowie. A former Holly- 
wood producer. Fdeliiiaii enii- 
trols liis film package-, i- 
moving Danny Tlioma- from 
ABC TV to CB> T\ in fall. 
As an imporlant example of 
indie \sho produce* for nei. 




Walt Disney, O-ear-win- 
ning llollvssood major, domi- 
nates WIC 'IN lineup. New- 
est fail entry i- /orro. Tiiougii 
financial arrangement \<.\ih 
\nC is complex. ( VBC S.^ 
million inve-lnieiil in I)i-nes 
amu-ement parkl. Disney re- 
tains conlrfd oser hi* show*. 
Bnl \B( ha- cxchi-isily. 




Ralph Cohn, g'-neral m 
ag'^r of ""crt en (>em-. Iia- h 
hen important in nel Iv ■in 
Ford Thrat.r. MJC TN . j 
Tin Tin. ^\ . Fat 

Knous Host. \nC T\. I 
otTcriUj:- incliidf Here C oi 
the >hou Boat. The She 
the fare and the Brain. 
-ah'- aren't firmed up 
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CE Theater, i" it^ tliird sea>on a> a showcase for institutional commercials, now promotes industry (above) and appliance-tv line 



GE THEATER'S THREE-WAY STRATEGY 

To its original role of telling the corporate GE story, this 

show has now added industry-wide promotion and product selling 



HTlie General Electric Theater, star- 
sludcled sliowcase for tlie corporate 
side of the industrial giant from Sclie- 
TiPftady, \. \ .. has just been renewed 
for another season on CIJS T\ . The 
nio\e was hardly unexpected in light 
of the fad that this show, now in its 
third season, stops and holds about -11 
million \iewers every Sunday night. 
lUit what is of interest to the indu»tr\ 
is the nietaniorphosis of the commer- 
cials. For rd] has opened its institu- 
tional -how case lo both indiistr\ -w ide 



promotion and the GE appliance and 
t\ line. 

''Live Better Electricall) '" is the in- 
dustry-wide campaign to promote use 
of electric power and ap|jliances with- 
out regard to brand names. Such 
commercials on the General Electric 
Theater do not, therefore, mention GE. 
T hey were added to the institutional 
showcase o\er a \ear ago. 

On 3 March, the latest ingredient 
was added product sell. For a long 
time, the enormous audience of Gen- 



eral Electric Theater, the weekly half- 
hour drama produced by BBDO and 
the Public and Employee Relation? 
Service? Division of GE, had attracted 
the attention of GE's Appliance and 
T\'^ Receivers Division and it? agency, 
Y&R. Getting its product line aboard 
the vehicle that wa? racking up re- 
membrance scores of an\ where from 
70 to 90'f for its institutional com- 
mercials in Gallup and Robinson sur- 
veys was a goal to be richly desired. 
What eflect tlie fulfilment mav have 
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oil ;iii ali('ii<l\ t(>|)-N('llinj; clccl i ical 
Itrodiict line is Ix-iii;: (■|(>scl\ w jitclicd 
ill till' liiidc. 

1 liiN (iriifiutl Elfclriv lliralcr, oiij; 
iiuill\ i-()ii(('i\ cd ti) Icll till" Iv aiidi- 
«'iicc tlic cidixiratc >lt)r\ of {]\:. now 
find- it-cif ill two more roles: |)iil)lic 
relation;- -|)()keMiiaii for tlie indn-lr\ 
and >ali'-inan for tna^ters. coiTee-niak- 
«'is and l\ -ets. 

W luit is the >ii( (c>s -tor\ Ixdiind 
(;K"- Tliralrr tliat lias led it into tliis 
lri|tle-|)la\ 

Tiic -liow iiad its dci)nl in liie fall of 
1*1)1. jiarnered a Nielsen of 27.1. It 
wound tliat first sea-on with an 
a\erajie ratinjr of 'M~. \s eosis in- 
<Meased (annual time and talent 
charjres are to(la\ in excess of S.i niil- 
lion I ratinjis inoNcd ii|)\\ar(ls with llie 
result that eost-i)er- 1.000 has hecn 



etl'Miii; downward and is now we 



11 n- 



«ler S3.00. 

The a\era[:e rating: since this ciii- 
reiit .-eason's .-tart on 3 Se|)teinl)er is 
40.7. Since that time it has made the 
first 10 in \iclseii \\erai:c Audience 
<'\er\ week. In \ielseii Total Audi- 
ence, it has been in the to{) 10 in e\er\ 
week hut two and then it |)lace(l ele\- 
entli. The last two I at this writing) 
A\eyai:c Vudience re|)orts |)laced it 
fir-t and second, and in Total Audi- 
fiice. it hit second and third |)o.sitionP. 

The format of General Elertrir The- 
ater wa- huilt on a twin base: name 
stars and scri|)t ^ariety. M\ster\. 
coine(l\. romance and adventure have 
all had their nijihts on the hoards. 
The CV. stars ha\e included 20 Acad- 
onn Award winners. OfT-heat casting 
has aUo contributed to audience inter- 
est in the show : comedians turn to 
seviou- |)arts. heavies handle comedy, 
and j-ingers do dramatic roles. Harv\ 
llellafonte. the cal\ |)so singer. |)la\ ing 
the |iart of a fighter is an e.\am|)le of 
how GE Theater achieves the une\- 
jjccted. 

The star sNstem has |)ro\e(l success- 
ful not onl\ as an audience-getter hut 
as a source of .*U|)|)I\ for more stars. 
One name actor attracts another. In 
l)roduction right now is a show star- 
ring Toll) Curtis. The producers re- 
izard this as an entree to the \ounaer 
HolKwood set. This year's |)lans aUo 
include filming in Euro|)e and in New 
York. Although color has heen con- 
sidered, it is not included in current 
{)laiiiiiiig. The sliow%- lio-t and |)ro- 
graiii su|)ey\ isor. Konald Reagan, is 
liimseif a star. B\ now he is clo-el\ 
identified with GE. His new home in 






1. Institutional: "i'ri.;:r.-« 
l!c|)(irl-."' p.irl of liic <.K iii-lilii- 
lidiiai -l(>r> are on lotalioi). 

all oscr ll)f I lien- i- l'ro;:rc~- 
KcpoiK-r Don lli-rlxTl al W rijil I- 
I'alli-r-on \ir Force lla-i-, DaMon 



2. Industry-wide: " l-'*'- li' '- 

Icr lilcci ricall) ." a nalioiial |>ro- 
firaiii of llie inilii^lrii i- fi-aldred 
riiicc a nionlli on TlirtitiT. "^nmr 
in llii- -eric- are Idnied in llie 
lionif ot the ho-i. Konalil Kea^an 



3. Products: I a-l monlh llii- 
(IK Vpplianee and T\ Kecei\er di- 
vi-ion joined (,E TIipoIit a- an 
alternalc week -poii-or of llie -how 
thai fi)r more llian two -ea-on- \\a- 
de\oled lo in-liliilional aiNerli-iii;: 
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GE STRATEGY continued . 



Lo> Angeles i> the scene of a series of 
'■Li\e Better Electrically" commercials. 
^e\eral times a ^ear he nia\es a tour 
of the CI] plants across the country. 

Close producer -client -agency coop- 
eration has kept CE Theater consist- 
cntK on the tracks of its original con- 
cept. Shows are filnied in Hollywood 
at l{e\ne, a suhsidiary of MC'A-TV; 
Hill Fr^e is the j)roducer. Following 
each j)roduction from planning to 
completion are Da\ id \\\ Burke, man- 
ager of Institutional Programs. Pub- 
lic and Emplo\ee Relation Services 
l)i\ ision of GE, and Charles H. New- 
ton, account super\isor for GE insti- 
tutional advertising at BBDO. This 
conihination continues to produce all 
shows even though alternate weeks find 
the appliance division as sponsors and 
Y&K supphing their commercials. 
Most of the jjroduct commercials are 
minutes, three to a show. To tell 
longer stories, two-minute announce- 
ments are heing made to run with a 
minute commercial, totalling the three 
commercial minutes. For such special 
e\ents as the launching of a new con- 
sumer jiroduet, they may even follow 
the pattern that has worked so well for 
institutional aiuiouncements — a single 
three-minute middle commercial. 

The impact of these institutionals 
on audience has been closely watched 
hy CE and BBDO through reports 
from Gallup and Robinson. This test- 
ing called "Remember Commercial 
shows the percent of qualified viewers 
of a program who can recall and de- 
scribe a commercial accurately 20 to 
24 hours after the ])rogram. A Novem- 



ARTICLE IN, BRIEF 

Since the start of the current sea- 
son on 3 September for the General 
Electric Theater, its average rating 
has been 40.7. This was the kind of 
audience CE Appliance-Tv division 
was after. Now they co-sponsor with 
originator, CE Institutional division. 



her 1955 GE institutional commercial 
on progress in electric ranges scored 
a 90% average, highest in Gallup and 
Robinson records. Scores are almost 
always above the Gallup and Robinson 
norm for remembrance of conuuercials 
on half-hour shows. About 30% of 
these commercials get a second expo- 
sure, depending on importance of the 
message and acceptance by the public 
based on the recall surveys. Sometimes 
it happens that a second exposure gets 
a higher remembrance score than the 
first. This poses a problem of why? 
Was it a better show? W^as it a new 
audience? Or did they just pay closer 
attention? 

Here is an example of how Gallup 
and Robinson track down the impact 
of GE institutional commercials. On 
the 7 October 1956 General Electric 
Theater, a three-minute commercial 
was devoted to the theme, "Why we 
need atomic electricity." Progress Re- 
porter Don Herbert, sat at a table of 
food that had been prepared in elec- 
tric appliances powered by atomic en- 
ergy. He explained that atomic elec- 
tricit) differs from ordinary electricity 
only in the type of fuel used to gener- 



ate it. He told of our increasing de- 
mand for electricity and of the dwin- 
dling of natural fuels. To dramatize 
atomic power, he posed against a back- 
drop of the Yankee Stadium, holding 
a baseball, then explained that a piece 
of uranium the size of the ball has a 
potential of atomic energy equal to 
enough coal to build a pyramid higher 
than the stadium. The commercial 
closed with pictures of America's first 
atomic electricity plant. 

In questioning viewers within 24 
hours, here is what Gallup and Robin- 
son found they recalled: 

"Tliey showed something about the 
size of a baseball and said it was 
enough power to heat a home for 300 
thousand years. {The figure Herbert 
gave ivas actually 13 hundred years.) 
It was about electricity of the future — 
atomic power. I'd say that General 
Electric mainly wants you to know 
that they are interested in other things, 
not only the selling end . . ." This 
was from a male viewer. 

"They showed," said another man, 
"that the atomic fuel, the size of a base- 
ball would make an equivalent coal 
pile as high as Yankee Stadium . . ." 

"They showed a slice of toast, ' a 
woman viewer recalled, "which was 
made by using atomic energy. The 
atomic energy made the electricity and 
the electricity made the toast . . ." 

Said another woman: "I don't recall 
that they had what you would call a 
real commercial. At least they didn't 
seem to be selling any products. . ." 

The Gallup and Robinson norm for 
a three-minute commercial is 55% re- 
membrance. This particular one of 
GE s was recalled by a men- women 
average 63%, eight points above 
norm. On the male viewer side, the 
score was 74% recall; among the wom- 
en it was 51%. 

A staff of three writers at BBDO 
work on these institutional conuuer- 
cials. Filming of them has been done 
by many studios: George Blake, Wild- 
ing, Vidicam, ]MPO-TV and Transfilm 
in New York; by Jack Denove Pro- 
ductions and R. G. Wolf? on the Coast. 
'J'he average industry-estimated cost 
of these commercials places them in 
the $10,000 bracket. 

BBDO's Charles Newton admits they 
are costly. "But GE has too much 
invested in this show to cut corners. 
We never cheapened our showcase by 
stinting on commeicials." ^ 




Highest score: This GE institutional romniorcial on range progress 
last Xovember hit pr-ak in Gallup and Robinson "remembrance" survey 



SPONSOR • 20 APRIL 1957 



I 



I 





Special effects 1''^'' from Tommy and the tuna comniiTcial, adil intercut liut eal up Imdgcts 



A SPONSOR COST ANALYSIS 



WHERE DOES THE MONEY GO? 

Series of tliree Bumble Bee coiiiiiiercials cost $11,500, 
riliiiiii<>; a]>|>roaeli allowed 12 separate versions 




Studio . . . $1,100 




Optical work . . . $1,600 



H, 



ow do you fihn a commercial in a 
hurry without iiaviiig it look that way? 

How do vou insure maximum utility 
from a series of commercial? if you're 
producing them hefore ) ou've bought 
the time? 

And, assuming a ou can sol\ e the>e 
prohlenis. Avhat is it going to cost j ou? 

Tliese are questions the Richard K. 
iManofT agency had to answer this 
January after a spot campaign \vas 
decided on for the new Bumble Bee 
Tuna account. It was Februarx' before 
the idea for the campaign was firnied- 
up and scripts and storyboards pre- 
pared. A bare three week? was left 
for the actual filming and processing 
of the commercials (a process which 
usually takes four-lo-six-weeks) . Man- 
off called in MPO and sat down with 
Marvin Rolhenberg. producer-director, 
to iron out the problems. MPO and 



the agency went over the ^tor\ h()ar(l> 
and modified them to production re- 
quirements. In one instance a slight 
change allowed regular filming to re- 
])lace a scene ANhich required stop- 
motion at a great sa\ ing of holli time 
and money. 

Although Manoff knew he could hn\ 
the connnercials cheaper elsewhere, the 
demands c)f time and (pialit\ re(|uired 
the choice of a (pialitx organization 
Avith its own permanent staff. 

Tliree basic commercials had been 
written and worked up h\ the agenc\ . 
Tliese were to be produced in both 
60- and 20-second versions with alter- 
nate product tags for both solid and 
chunk style Bumble Bee. This insured 
Manoff flexibility in bu) ing time slots 
and allowed for the tuna compain - 
split market (solid style sells best in 
the East, chunk stx le in the Midwest). 



'n fini>lie(l form, the tliree ha-^ir rom- 
Mt('r( ial> \\(Me acluall) 12. each theme 
ha\iiig four -^liglill) differcMit xariants. 
This package cost -Sll.-^Ot). \ hrcak- 
doNMi of rost> for the package i* shown 
in the chart a( < om])an\ ing the article. 
Here are the details : 

• I'ersonnel wa< the biggest single 
production item. It accounted for 
21^; of the total or .S2.737. The .M TO 
a-~igned .-taff of 17 worked an a\er- 
age of tN\o to three da} The *alars 
>cale \aried from the director A\ho i- 
paid >1.5(* per dax to the driver who 
earns .?2.i per (hn. MPO crew 

included a cameraman, working at 
•■^l.^n per da\ : an assistant camera- 
man. .S15: an electrician, who hooks 
up the .-ound equipment. $10: hi^ as- 
si>tant, $3.^: grip?. >35: a prop man. 
S3.5: a scenic de-igner. S75: a make- 
U]) man. >^4-5: a ^ound engineer. S4.5 
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3 COMMERCIALS 
COST $11,500 

Price iiicliiilcs lliici- liable (•(jinnier- 
l ial- in four variatioii-i. ("oiiimtT- 
cial;- were filmed in 60- and 20-;-ee- 
oiid \ersii)iis \\itli luo prodiiel tafis. 



1 


Personnel 


$ 2,737 




tlircdur 


300 




< (luii^rcitnou 


375 




ass'l carncrarriaii 


112 




i'/e( lri( tail 


100 




(i.ss'l ele( tridan 


87 






17"^ 
1 i <j 




proj) man 


175 




(/i-sifiner 


150 




iiiuheiip man 


90 




sound ciifnnccr 


4o 




sound ass'l 


35 




drii cr 


25 




unit manager 


40 




fi/ilur 


600 




actors 


250 




narrator 


90 




script gir/ 


88 


2. 


Equipment 


180 


3. 


Studio 


1,100 


4. 


Location expenses 


65 


5. 


Laboratory costs 


650 


6. 


Editing 


50 


7. 


Sound recording 


420 


8. 


Optical work 


1,600 


9. 


Miscellaneous 


898 


10. 


Overhead and profit 


3,800 



$11,500 



NOTE: Si-<? toxi fur dpliiileil bieiikJimn of 
Ihe r(isis iisie<i ubovt*. 



and his assistant. $35 ( the\ control the 
piaceniont of microphones and the 
(]iuiiit\ (}f v(}ices) : a unit inanajier. 
s](): ts\(j fihn editor.*. $100 and a 
script girl. .$3.1. 

1 he talent, three <jii camera and one 
\(}ice worked for one da). The three 
child-actors were paid S80. the narra- 
tor was paid $90. 

• Optical work, a hig factor in 
these cointnercial.s. totaled Sl.C)nO or 
14' r of the total. 'Hiis includes 
charges for animation. $75: dissolves, 
$25: fades, $100: titles. $200: super- 
impositions. $450; and specially cre- 
ated effects, $750. 

One commercial. "Can \ ou pick the 
Rumble Bee salad?"' required a large 
nundier of optical efTects and a great 
deal of stop-nKjtion. Of the three-Aveek 
production period, optical work, edit- 
ing and laborator) processes account- 
ed for two-and-one-half weeks. 

• Studio facilities ran 10'/ or 
$1,100. Rental of the studio for three 
da\ s was $500, set design and con- 
struction cost S600. The sets for the 
series were simple. Filming Avas done 
at the Fox-MoA ietone studio as the 
new MPO studios were not in opera- 
tion at the time. 

• Laboratory costs were $650 or 
6/t of the total. This covered process- 
ing, raw stock (2,500 feel), sound 
stock (60 feet), fine grain (used for 
the working print). The original nega- 
ti\es are never touched. Fine grain 
prints are jnade of the selected lakes 
and these are then used for optical ef- 
fects printing 12.000 feet were used). 



• 0\erhead and pr(jfit was $3,855 
or 33% of the total. Sound, equip- 
ment, editing and miscellaneous ac- 
counted for the remaining 13T. 
Sound recording, an intricate process 
of recording, key ing and transferring 
e(}st $120. F(]uipment charges for the 
camera (two dajsl and a studio vehi- 
cle (two da}s) was $180. Fditing ex- 
penses (not including editor's salary), 
cutting room use, supplies etc., was 
$50. L'nder miscellaneous falls such 
items as taxes, $273: \ew York Cit\ 
transportation (taxi-cabs) $25; legal 
and administrative, $25. 

All three commercials required food 
preparation which cost $150 for the 
vari(}us ingredients and $200 for the 
preparation. In filming a product like 
tuna fish preparation is of prime im- 
portance. 

■'For the first few lakes" said John 
McCann of the ManofT agencA . "it 
looked exactly like wood and darkened 
after a few minutes. We discovered it 
v.-as important to keep the product 
moist and to change it constantlv."" 
The constant changing of the Bumble 
Bee tuna was Avell received bv the 
production crew who polished off the 
sandwiches and salads as ihev came 
off camera. Over 120 cans were used 
in t\so days. 

"Another thing we discovered, " 
McCann continued, "was the impor- 
tance of opening the can on the proper 
side. For the best results you have to 
open the l(}p of the can, since the bot- 
tom of the meat is usually scorched 
when cooked in the canning proces-." 




Health directed commercial a>k> '"Can yoii pick the liiplie^l pro- 
tein food'/" After typical wrong choices of meat and milk. ISiiiiiljle 
Ree is shown as highest in protein. Giani Tima can prop co>t §75 



Salad commercial y>k~ ■■('aii >(m pick the I5Miid)h' fSce Salad'.'"' 

No people are ii~ed. jii^t a narrator. Special efTecl~. appearing and 
disappearing can*, -wirliiig and \aiii-hing ^alad*. hold \ie\\er'> e>e 




I lie >-;il;i(I ('(itlltltrii'i;il hImi |)t (■■^ciilcd 
MiiiiiifT 1111(1 uitli llic |)r()|)lciii nf 

llow to >c|)ariilc llic luii;i fi'^li to dciii- 
i)ii-li;ili' il- fiiimio- 1111(1 iiiiifoiiii 
(|ii;ilil\ ill nil ii|)|)cli/iii<r luaiiiicr. 

"Our ;i|)|)i();i(li of >c|)ar;il iiij; llic 
middle of liiiui iiic;il ic-iillcd in ;i 
i;illuT ii(Mi-(l(--( ri|)t iii;i--. W i" di-;- 
(•o\crcd iIkiI ill Ho-loii. on W I?Z where 
"-oiiie li\e coiiiiiierciiil- were done, the 
uife of ;i lliiiidde lice di-lrilnilor liiid 
(•oiii|)liiiiie(l lliai (lie eoniiiiei ciaf- wi-iv 
iiol di>|)lii\ iiif; llie |)ro(lii(t |)ro|)erl\. 
Slie deiiioii>lraled."' McC'aiiii eoiiliii- 
iied, "llial if uc broke olT a miuiII 
jiieee riiiiiiin<; with the <,'raiii of the 
meal the |)ro(hiet ke|)l its a|)|)eli/iii<; 
look." 

".Ml'O fiuided us in the riliiiiii<; of 
the salad commerrial |)artitularl\ . 
which was the one which rc(|uired 
iiiaii\ s|)eeial cITccls. \l one point, our 
sl()r\ hoard showed se\eral salads on 
the screen swirling oil in \ari()Us 
|)alhs. To follow this scheme e\actl\ 
would ha\e recjuired slo|)-niol ion. an 
e\|)ensi\e |)roces>. .Mar\in Ivollienherg 
su<;<;esle(l that we slowl\ s|)in the 

ARTICLE IN BRIEF 

Three basic Bumble Bee commercials, 
each produced in four versions, 
cost $11,500. Personnel was the larg- 
est single production expense, at 
$2,737. Optical work was second at 
$1,100. Special problem was posed: 
production time could be only 3 weeks. 

stand on which the salads were |)laced. 
film this in slow motion and then 
s|)eed the film ii|) for the final efTecl. 
'Ihi-; is what we used in the final \ er- 
sion at a sa\ ing of time and inoiie\ ." 

In this cam|)aign for Huinhle l!ee. 
the ManofT aiiencN has turned awa\ 
from the current "adjectiNe and 
reci|)e" sell in favor of a ■^tres? on 
brand and uniform rnialil\. The idea 
for this "Can \ ou |)ick the Humhle Bee 
Puiia?" theme was suirjrested when the 
ageiic\ ran a |)ri\ate "taste-test" ses- 
sion at the Wahlorf. ()\er 10 dilTer- 
eiit brands, all unidentified, wen- 
tested and. according to Richard K. 
ManolT. |)iesidenl of the asrenc. . "\\ r 
were able to distinguish the Rumble 
Bee tuna from the other brands on the 
basis of its uniform (|ualit\. The idea 
for the cani|)aimi established, we went 
to work. 

"Hie account was sismed December 
2 lib. The eam|)aign was on the air in 
20 markets 1)\ March 1st. The client 
is in \st()ria. Oregon, we're in New 
^()rk. Thai's |)retl\ good time." ^ 



Hnndy timobuyinf; tool 

NEW SPOT RADIO CALCULATOR 

I be need iiiiioiig ageiK ie- foi (|iii( k nietbixN nf olmialliig 
-|H)| (ani|)lllgli co-t., hii.. Ird Id ;| \;iriel\ of |(ic|)ai<-d e^tlllia- 

tors, ii'^iialh |)iil out b\ ie|)s. 'I be .'^|{ \ and I'dei-. Orilbii. 
Woodwiird h.ne put out sjx)! radio e-limalor- in the jwi-l and 
I lie Kal/ \geiic\ and Blair r\ |)iil oiil -|m)I t\ e-l imatm - icjii- 
larl\. J(diii Blair and (io. la-t iiioiitli added to tlii- li-l a new 
^|)ol radio (•aleiilalnr eiii|)lia-i/iiig llie ^alnratioii .i-pec l- of (be 
iiiediuiii rather than the iiiirealislic gro-- ( oiie-tiiiie I lale^. 
llie calculator |)r()\ ides co^l'- for eani|)aigii> linobing one -la- 
lion |)er market in U|) lo the lo|> 100 niaikcls. \ iiew wrinkle 
i- the inclusion of co-l- in |)reiiiiuiii time, wliir li. in the ( a-e 
of llie stations c()\ere(l. eiiibraee- ():00 or 7:(tO lo 9:(lO a.m. 
and 1:00 to ():00 p.m. (]uiiiiilati\ e figiire>- an- gi\eii b\ groiij)- 
of fi\e market'- ranked b\ |>o|)uiatioii dala according lo 
Mana^cincnt. \ll co'-ls gi\eii aie for .''i2-week caiii|)aigiis. co\ei 
Blair stations in markel- where there i- one. "sjiition^ in noii- 
niair markels were |)i(ke(l b\ a grouj) of media bu\eis from 
four ageiicie-. Hates are ba-ed on Jaiuiar\ V)ri~ ^Bl)> book. 
I lie Blair calculator is re|)rodu( cd below : 





NUMBER 


OF ANNOUNCEMENTS WEEKLY 


PRC M 1 U M 


M E TROPOL ( T r~ 
MARKETS * 


12 


24 






TIME 
12 PLAN 


First 5 


$ 2,500 


$ 4,500 


$ 8,800 


$ 17.250 


% 3,100 


" 10 


3,800 


6,950 


13,450 


26,400 


4,850 


" 15 


5,100 


9,400 


18.000 


35,250 


6,500 


" 20 


6,400 


1 1.750 


22,400 


44,000 


8,200 


" 25 


7,300 


13,450 


25,200 


49,450 


9,400 


" 30 


8,750 


16,000 


30,050 


58,900 


1 l.lOO 


" 35 


9,500 


17,300 


32,450 


63,750 


12,050 


" 40 


10,350 


18,900 


35,450 


69,600 


13.150 


" 45 


1 1,200 


20,400 


38,250 


75,200 


14,250 


" 50 


1 1,700 


21.300 


40,000 


78,700 


14,850 


" 55 


12,500 


22,850 


42,950 


84,100 


15,900 


" 60 


13,400 


24,450 


46,050 


90,300 


17,050 


" 65 


14,400 


26,300 


49.600 


97,350 


18.150 


" 70 


15,100 


27,500 


51,900 


101,950 


18,900 


" 75 


15,500 


28,250 


53,450 


105,000 


19,400 


" 80 


15,950 


29,100 


55,050 


107,550 


20.000 


" 85 


16,450 


29,900 


56,450 


1 10,250 


20.550 


" 90 


17,150 


3 1,150 


58,950 


1 15,150 


21,300 


" 95 


17,700 


32,100 


60,750 


1 18,700 


21,850 


" TOO 


18,250 


33,000 


62.500 


122.150 


22,750 


It (It ^ on 1*; 4 W 


I >p n( r 


ze rank 


""2. week njpr 
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Part 2 of a continuing series 




THESE CLIENTS AREN'T 
''PRIIVIE TIME BLIND" 



Q-Tips, Siiiisliine Biscuits, Gillette, Rayco 

are among spot radio clients who include "non-prime" 
hours in their camj)aigns with hig success 



TThe fanatical client worship of the 
so-called prime times in spot radio (7 
to 9 a.m. and 4 to 6 p.m.) is strictly 
a station and rep prohleni. Agency 
tiinebuyers may have their own relig- 
ions, but nobody so far has smashed 
any idols for the clients. 

To convince such clients that at 
every hour of the day — as long as sta- 
tions are programing — potential cus- 
tomers are tuned in, takes a lot of mis- 
sionary work. Some stations are en- 
gaged in this propagation of the truth. 
So are some station reps. There are 
even a handful of agency timebuyers 
who have courageously guided clients 
into daytime and nighttime successes. 

In fairness to client-thinking, there 
are also a substantial number of spot 
radio advertisers who are capitalizing 
on other than the "trafEc hours." The 
surprising thing, howev'er, is that some 
of these extremely successful clients, 
together with their agencies, prefer to 
hide their lights under the bushel rath- 
er than attach to themselves the "stig- 
ma" of buvinof as individuals instead 
of following the herd. "Sure, we're 
doing great with our saturation buys 
in all hours," an agency adman told 
SPO.XSOR, "but for heaven sake don't 
tie us into a non-prime time piece. It 
makes us look like odd-balls." 

Eventually this attitude will change. 
Facts will filter through. Facts such as 
are included in the new presentation 
delivered by Larry Webb, manager of 
Station Representatives Association, at 
the NARTB convention last ^veek. 
Among the things that the SUA com- 
mittee turned up in preparing this pres- 
entation were: (1) \^Tiile tv reaches 
tremendous peaks daily, radio listen- 
ing fluctuates very little. (2) The best 
time to reach housewives is between 
9 a.m. and 3 p.m. (3) Among profes- 
sional men in metro markets (where 
tv' penetration is highest) 90.4% listen 
to radio during each week, and their 
homes have an average of 3^ radio 
sets. (4) In the category of business 
and professional men, SRA found that 
30.2% of those interviewed are listen- 
ing in the afternoon and 25.8% in the 
evening. They are listening all over — 
in autos. home workshops, offices. 

A number of individual stations and 
rep firms are also shouldering the re- 
sponsibility of converting advertisers 
through intelligent presentations. 
WOLF, Syracuse, N. Y., has prepared 
a 12-page brochure, for example, that 
points up auto traffic hours and also 
includes a chart on car listening Mon- 
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(lii)s lliroiijih l''ri(l;iys lliiit >ln)\vs iU 
!Ii)i)|)('r niliiiys on car ainlicMicc lu br 
iiiMiK ;i«< {iiciil licl wi'cii II ii.iii. and 
12 noon Ixiwccn 7 a.m. ;ni(l }> a.m. 

11.7 lo I.H.I, riie sjimc cliail shows 
iIkM I'd ween 2 cind o'clock in llic 
afternoon it jicis a ralin;i of 

KiTorls like lliis pills llic ellicac) of 
|)cr>onalil\ >ho\\s in oilier lliaii the 
"prime Iioiirs" nia\ e\eiiUiall\ bear 
friiil and when il doo, there will he 
maii\ elieiils and ad\eni>ers who will 
clicerfnll\ hoasl of having '"dix-Ov- 
ered" da\lime or nij;hlliiiie radio. 



ration of annoimcemeMls e\er\ lialf 
hoiii helweeii a.m. and p.m. with 
an additional eampai;:n on WIlDII. 
(fillcltc lM.i\oii): riiis (oiiipaiiN ix 
» MrreMtl\ in si\ te*t market^ t \Ihan\- 
Tro\. Hoston. HiilTalo, (.oliimhii*, I'itt^- 
hiirizh and riiihidelphia I . Xniioiim e- 
menU are .-potted inainK in pop niiivic 
-how>. I he\ I)ii\ I to (i p.m.. Init 
ahoiil .ir)' t of all hiuv ;ih" between 7 
and 1 1 p.m. 

Iii.stitiitc of Life liiMiraiiee Wal- 
ter Tlioiiipvdn I : \ \ear aj.'o tlii> <'()ni- 
pan\ moved e\perimentall\ into -put 



Withalxiiit into .")()'< of it> amioinK e. 
nient<. in da\time and the baluiiie in 
■■tialli<" hour*, in about lOU market*, 
tlii* wine i* -i-lliiij' well. >f)mr' ^lottin;: 
i* abo don<- on ^iiiidav- to reach the 
famil\ andienie. 

IMi:iriii.-i«-(>. Inc. i|)>>li<-it\. (Jilfoid. 
."^teer* \ ."^heiifield 1 : lor leenamint. 
(.boo/ and M<'di;^(im. this rlient i* in 
about l.")0 niuiket*. I5ii\in;i ~tiatej;\ i- 
to leach th<- ailili<-|iee whelever it i-. 
Within eertaiii time -<-gnient* tlie\ bin 
a( IO-* the board, and e\er\thiiij; i* 
con-idered niaiket b\ market. \boiit 



QUARTET OF TESTIMONIALS FROM CLIENTSJIN NON-PRIME HOURS 

TOOTHPASTE BEER RECORDS OLIVE OIL 



!.<)■; Xnijele*. "( !niij.;ral rrhll ions 
iaiii! !)uriii<: January and Fcbricirv, 
>iii|>flili\<- acli\ily wa» llic f;rfule>t 
1 llu' lii^ltny of llie ltM>lli|)a>lt' hn^i- 
<•-. ami \<-l I'r-i)»i>(i<Til belli ils ii\mi 
illl I lie foiisdincrs. I iiilunhtctllv 
Kiir liandliii>: of Stizie (J ami nHly 
troun and "your" public arc the 
lujor factor- in ihi- >m'<T-- -lory, 
rhank-."' Show- li-lcd are daylimc. 



\\ HHM. Chicago. "\onr \i l Mcrcier 
ilTcrcd a -apply of li-hiici hire- lo 
an\r>ne -en<liiiji in a Monarch Hecr 
sjxpac handle or 6 Monarch lahel-. 
Hc-pon-e? In ihc initial 13 \seek- of 
Monarch's offer. .\rt Mi-rcier prrlleil 
.'S.60;{ pieces of mail. Hi- -alc-inau- 
-hip, ihen. acconnled for the sale of 
:il lea-l 118.8.54 hotth-- or can- of 
Monarch Hi-cr dnrinf; first 1.3 week-." 



, I'liilarlclpliia. "Man (.harlr- 
(.i>nipan\ u-<-fl ■/// \if;hl If fil< It wilh 
lohnnic l.nplon lo pronmle t-wcck ic-i 
olleriri^ a (Jlfiin Milh-r alhnni ffir 
StO. 1.5. Wilhin the wck -onic tO r<'- 
(Iiir'-is caini- in. The clii ni \v<-iit inio 
.1 sci-onil week pnlh-d 66 n-plic- . . . 
\Ncril for 1.5 \\c<-k- . . . htiiin- -Iiowt rl 
2K.3 order-... a nr-arl\ «;{.(IOl) rciiirn!" 
Po-tinidniiihl Iifurr- lan -i-II. loo. 



K' I!"', "'an I rami-io. i I rn i Hii l 
iiionil W hid<--ale <.riic<-r\ ipn M- rloI 
((li^<• ()il>: "When a railio pcr-o[ 
jlil\ rIi\o|i-~ onl\ 20 -•■<on<K a <lu 
[or oni- Wi ck ami ai Iri<-\< - llu- r 
-I on-<-. I ihiiik il . . . -how- wh. 
f.iilli llic hoincinakcr ha- in \<iiir pr 
^rjiii. \\hcnc\<-r 1 am aide lo -'dl '>'. 
(diil- lit an\ il'-m lo-ini;: ii\cr ?I.O 
llicn il i- a \cr\ -m i i --f(il prmiiolion 



SOURCE: Cits Uailln Spn( Soii-s sur<c<s ^(ory prtv'irnr.illiiii. 



Meanwhile, here are a few of those 
wlio already have disco\ered that the 
clock has man)- hours and that every 
hour finds someone listening to radio. 
I In the 16 March SI'ONSOK article. 
■■Don t be |)rinie time l)lind. ' the suc- 
cess of American Airlines. Seaboard 
Finance and GM AC in noii-"'priiiie ' 
hours was covered.) Manx of them 
bit\ 7 lo 9 a.m. and 4 to 0 p.m.. but 
the\ have not limited tlienisebes to 
such bu\ s. 

(^-Tips. Inc. (Lawrence C. Guiiibin- 
ner Agenc\ ) : Phis product has many 
uses. -Messages on its multiple uses 
are frequeiitlv slotted in the "prime 
hours. Hut on its special uses for 
babies, daytime announcements ba\ e 
brought much success. 
Siinsliiiie BisiMiils (Cunningham & 
Walsh) : This client which is in a lim- 
ited number of markets uitli spot ra- 
dio, is doing well in all hours — day- 
time, late ev ening. Saturdays and Sun- 
days. A lot of its radio is used to 
supplement Iieav\- use of tv. but some 
campaigns are e\clusi\el\" radio. One 
of its successful campaigns is on 
W COP. Boston, where it runs a satu- 



radio. Thev spent SI 0.000. This year, 
they increased their advertising buflget 
almost ten-fold. From October through 
May. tlie\ will hav e sjient in spot radio 
iiearK .SI 0(1000 on about 30 major 
stations, all with strong farm direc- 
tors. Abire than SO'^t of the slotting- 
are at noon: less than 50' r are bought 
between 6 a.m. and <! a.m. 
IIit(l>i(>n I'nlp •S: Paper Co. (Nor- 
man. Craig & Kuniiiiel I : Bu\ - after- 
noon part icijiation- in local women - 
personalit) >hows. finds -uch jirograius 
and hours eflicient especialb for 
launching of new products, lught now 
is in an intensive canipaigii in 10 mar- 
kets to introduce its line of toilet ti-sue. 
I>\ June, it expects to be in .30 market-. 
Maiiischewitz Wines t Fiiiil Mogul I : 

ARTICLE IN BRIEF 

At no hour of the day is radio deserted. 
The new SRA presentation points up 
the fact that while tv reaches excep- 
tionally high peaks, radio listening 
fluctuates little. Once this fact is ab- 
sorbed, more spot radio clients will 
move to hours other than 7 to 9 a.m. 



it) to r){)' ( of all bu\^ are out-ide so- 
called "prime morning hours. 
FleisclinKinirs ^ east iJWT): L -e- 
practicall\ all davtiiiie in about .H.") 
markets. Look- mo-tl\ for be-t wom- 
en'- participating programs. 
Sutton Deodorant Slick iLawreine 
(iunibiiiner I : Div ide- it- bu\ - about 
half and half between "traflic" Iionr- 
aiid da\tttiie. 

.*^linllon. Inc. i The \\ e-le\ \--oci- 
ates I : I s^-. in addition to the "prime 
hour-, afternoon- and weekend- for 
it- Old Spice line. Thi- client i- in 
about If! market- on a .i2-week hasi-. 
W eekeiul buviiig is aimed at getting 
the men. 

Welcir.< tKichard K. Manoffi: |)a\- 
tinie personalit\ show- doing excep- 
tional job for tomato juice in New 
^ ork and New England areas. Ke- 
frcshnient wine, with aiiiiouncenients 
-hinted at women, is i:ettin2 a nood 
pla\ through daytime bu\s in about 
li; -tate- in the iiorthea-t. 
Kay CO Aiil«i Sent (^oM-rs i Lniil 
Mogul I : \bout a third of all aii- 
iiouncenients ill 60-niarket coverage are 
davtinie and weekend-. ^ 
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"Off-beat" approach 
can sell the product 

llicsc coiiinu'i cial- illii>lralt' the 
llicon of cariying uiil a single 
lliciiie in iiioic llian one medium, 
l iliraiy scene (i) is a Iv -^pol tak- 
en from liie Daily \e\\s poster 
lanipaign. iiciow is a Iv visualiza- 
tion of the "who put eight great 
tomatoes in that itty-hitty can?" 
theme of (.ontadina's radio spot, 
liolh are 1)\ Cnnninghani & Walsh 





I 



WHO MAKES 



Three agencyiiieii lock lioi 



■ i\e weeks ago. Dave Bascom, chair- 
man of the board and creative head at 
Giiikl, Bascom and BonfigH. San Fran- 
cisco, said his ])iece about today's tv 
commercials. In the spo.nsok article, 
"Do vour commercials have that ^ladi- 
son Avenue droop?" ( 16 .March, page 
29) Bascom scores the inbreeding of 
ideas on "advertising row." 

"It just gets me." Bascom says, 
"the way all the agencies are sort of 
jammed into some 20 or 30 blocks. It's 
no wonder so many commercials are 
alike how can \ou think a thought of 
\our own \\hen vou re facing each 
other day in and day out like these 
Madison Avenne bo\s do? 

This challenge flung, ^ladison Ave- 
nue responded instanth and admira- 
bl\. And even Bush Street, San Fran- 
cisco, rallied to Madison Avenue's aid. 



SPONSOR 
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But it should sell 
while entertaining 

The prixliicl il-cif need koI lie 
(lull. If llli' c(ii((i((ir(i:il c-\li;ill-l- 
ii-'i'lf c-(it('rliiiiiiii<:. rlic iciiclinii i((;n 
lie "wh:)! .) fiKonx'l fi.-d" 

riillti r rliai( "whai a [iicar prtidiici." 
W hilt' ii-iii^ iIcnIc-c- Id iiMiiilaiii 
iiilcic-l. llic (•(KiiiKfici.rl -lidrild 
^(■r rifilil di)\M( to rile >:i\r. (I.I 
\c-cafc hraiid -ell. 'rl Jin- 
ult' approucli. Iiciili l>r>aii llod-roii 




HE COMMERCIALS DROOP? 



Ii Dave Bascoiii, >vho hlaiiics Madison Avenue 



Kepl\ii(^ 111 I)a\c I'la-CDDi .(rc il in r» lidl M( K.-i(iia, 
a--i)iMaic copy cliif'f. Hr\ai) llcxi-ldn. ^nrk: Djm- 

l.ippini (lit. I\-ra(Ii'> ?r(iu|) head. Mt f iann-Frickson, 
New York: and Howard (fd— af:f. \.p.. Uri-arlier. 
W heeler, ^an FranciN'o div. of ( !in)i(ii)<:ham & Wal-li 



William McKcniia. Jr.. ai^sociate 
copy ciiiof. Br\ ail Houston. New York, 
see.* Hascoin'!; conuiieiits as similar to 
the li\ per-critical crie> of the 19.'^()"s 
when space iuK erti>iiij; was taking a 
heatiim. Altliouph thi- criticisni lead 
to improvement, it brought ;ilong with 
it "... a tidal -wave ((f expensive non- 
sense, accented hy the oblique ap- 
proach. ..." 

David M. Lippincott. t\ and radio 
group head for Chesterfield at Mc- 
Caiiii-FIricksiHi. \e\v York, counters 
Iiascoiu with the remark that the seven 
principles outlined b\ Ha^coiii for 
good commercial? are the foundation 
of any theatrical presentation and that 
aii\ creative man who didn't u>e them 
instiiu'tix el\ . . would he out of hi> 
skull." 

Howard Gossage. \ ice president and 



tv-radio director of the l?risacher, 
Wheeler. San Francix-o, division of 
Cuiiiiiiigliaiii & \N al>li. give- a non- 
partisan strength to the rebuttals, ccoii- 
mciitiiig that he could not >ce how 

. . remoteness from the "incestuous 
aiitliiir of Madi-^on \\eiuie somehow 
gixe-; a <'reati\e edge. 

\fter the initial a>sanlt. a truce wa> 
called. All four men agree that >oiiie- 
tliing makes some commercial? firoop. 
\nd here V what the\ think it i?: 

Dm id y\. Lippincott. \b Cami-l'"ri( k- 
soii. New ^ ork : 

See here. I)a?coiii . . . It - ju>t about 
iiiipo>-ible to argue with \our point?. 
Six of the -even are such obvious tru- 
i-iii- that aii\ telex i>ion creatixe man 
who didn't follow them iii?tincti\el\ 
would be out of his ?kull. One of 



them "the fre(|uent repetition of the 
same commercial will make x iewer? 
iiiimune to \onr message' i> a point 
of view that could be argued until llif 
ct(w> learn how to ?pell (»uild. Ba-coiii 
1^ Monfigli. since reseanh now indi- 
cates that many commercial? pni'n. 
rather than lo?e. tluDUgb repetition. 

What the fpie?tii(n boiU down lt>. 
then, i? irhy are there -<> main frigbt- 
eiiingb bad comnien ial- i>ii the air' 
\\ b\ ?o main that flout \our ?i'\eii 
principle? with obxiou- reli-li laitual- 
K the\ areii t \ our?, at all. Ha-< i)iii 
tlie\ re the foundaticui of ain theatri- 
cal pre-entati(m. and what el-e is t\ ? I 

I don't think \ on can la\ it at the 
feet of the creatixe man. i Good I Now 
we can blame -oiiiehodx el?e. I But 
\ ou mu?t remember there i? a whole 
bo?t of people in between the writer - 
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DROOPING COMMERCIALS roniinued 



original Cdiu'eijt and what a])|)ears on 
tiio srrecn. \ lot of Uiese good ])eo- 
])!(' cling to pi inl word'^. concepts, and 
teclniicpjcs as doperalel) a> a bal)) to 
its fa\oiite blanket. And like the ha- 
l)\ s blanket, it represents Iranspar- 
entl\ false secnrit). But be of sloul 
heart. Hasconi: lhe\ are learning and 
learning jast ! \ot always willingb. 
of course, but as the\ '\e watched more 
and more billing go to agencies thai 
do under.-tand television, tbe\'ve plain 
just }ta<l to learn (onl\ a corporate 
modest\ kee]Js me from naming one). 
\t an\ rate, here's hoping that \oiJr 



private world of great television com- 
mercials w ill soon be with us . . . free 
of burning sloniachs, diagrammatic 
visceras, and the endless ])rocession of 
w hite-coated sepulchers. 

William McKi'iiiia, Jr., Bryan Hous- 
ton, \ew ^^jrk: 

Criticism of tv commercials seems 
to ha\e reached a peak reminiscent of 
the Thirties when it was space adver- 
tising that was under fire . . . and 
from which we could learn some valu- 
able lesscjns. 

That drive produced a great many 



valuable and lasting improvements in 
magazine and newspaper advertising. 
But its by-product was a tidal wave of 
ex|jensive nonsense, accented by the 
oblicjue approach, a general assump- 
tion that virtually every product was 
negati\'e in consumer interest, that 
readers had to be entertained, trapped 
or beguiled into reading the advertis- 
ers' selling points. 

The (pieslion was raised as to wheth- 
er, in man) cases, the consumer reac- 
tion wa-n'l "What a great ad!"' rather 
than ''What a great product!" It was 
raised so often it became a cliche. 

I You don't see much of that kind of 

1 .space advertising any more. Read any 
magazine or newspaper and you'll find 
that most of the advertising, while it 

I employs potent attention and interest 

i devices, wastes no time in gelling into 
the sale, and in registering the brand. 

, There are enough knowni successes 
among Iv commercials to j)rove that 
the same approach is valid in this 

^ area. loo. 

This agency's Ajax Cleanser and 
Maypo Cereal commercials, both suc- 
cessful by any yardstick, are highly 
entertaining and \ et lliev sell from the 

I opening second. The same is true of 
the Bryan Houston Xescafe Instant 
CofTee "Fresh-Roasted Flavor" com- 

' mercials. The ^vonderful Jell-0 "Chi- 
nese baby" is another example. And 
the omnipresent Schaefer Beer "real 

, beer ' IDs are compact gems of enter- 
tain menl-plus-sell. 

This kind of l\ writing is harder. 
It goes on the assumption that its 
got to be right as ^vell as bright. And. 
happily, it s not as rare as critics 
might lead us to think. 

Howard Gossage, Brisacher, Wheel- 
er, San Francisco: 

In its ]\Iarch 16 issue spo.nsor car- 
ried an admirable article on the tv 
commercial credo of Dave Bascom of 
Guild, Bascom & Bonfigli and Dean of 
San Francisco, Seduclion-\ol-Rape 
School of Advertising. I. for one, was 
greatly heartened by Mr. Bascom's 
suggestion that remoteness from the 
incestuous anthill of Madison Avenue 
somehow gives a creative edge. I do 
hope this is so. for I need all the edge 
I can get. If moving even farther, say 
to Tibet, helps. Lhasa here I come. 

However, just being far from the 
Rome of advertising is not necessarily 
an advantage here in Athens when it 
{Please turn to page 44) 



0ON> * 
CAUOHt 

H'lW YOUR 

SALES 
OOWAl! 



When' sales are down . . . your slip is 
showing! You just forgot to sell South 
Texas with KONO Radio. Sell 'em up 
down South without a barrel of money . . 
buy KONO Radio at the lowest cost per 
listener from your H-R or 
Clarke Brown man. 



860 kc 



5000 watts 



K 


O 


N 


O 



SAN ANTONIO 



RADIO 



10 
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Your product will be a sales-winner in the Prosperous 
Piedmont section of North Carolina and Virginia when you 
buy WFMY-TV. Why? Because no station or group of stations 
delivers the sales wallop in this mighty industrial area of the South as 
does WFMY-TV. Call your H-R-P man today for details. 



50 Prosperous Counties 
$2.7 Billion Market 



2.1 Million Population 
$2.1 Billion Retail Sales 




Greensboro 
Winston-Solern 
Durham 
High Poir^t 
Salisbury 
Reidsville 
Chapet Hill 
Pinehurst 
Southerr^ Pines 
Fort Bragg 
Sanford 

Martinsville, Vo. 
Donville, Va. 

WFMY-TV... Pi«d Piper of the Piedmont 
"Firsf with live TV in the Coro/inoj" 



uif my-tv 





GREENSBORO. N. C. 

Repreiented by 

Harrington, Righter & Parsons, Inc. 

New York Chicago Son Fronciico Allanto 
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DOUBLE-CROSS IN 

AMSTERDAM! 



SUSPENSE IN 

LONDON! 



1^ 



MYSTERY IN 

PARIS! 



SUPERBLY STAGED 
in exciting foreign 
cities, sea- 
ports and JBCps^^'^^'^^^^^ -,<■ rREOO-. 
countrysides /j^^lPH rAAR"^*^' ^^'^^ 



' r- 



Side by side with Scotland 
Yard, the French Surete, the 
police of all the Continent, this 
resourceful American Private 
Investigator pursues law- 
breakers all over the continent. 



FOREIGN 



ALREADY BOUGHT BY 

• ANHEUSER-BUSCH 

in 8 markets 

• STROH'S BEER 

• DREWRYS BEER 

• PROGRESS BEER 

• HUMPTY DUMPTY 
STORES 

• FALSTAFF BEER 

• WHITE WAY LAUNDRY 

• JIM REED CHEVROLET 

• UNITED GAS 

• KROGER 
and stations: 

• KERO-TV in Bakersfield 

• WTVY in Dothan 

• KTTV in Los Angeles 

• KPHO-TV in Phoenix 

• KOA-TV in Denver 

• WOR-TV in New York 

i/TMT T\/ Seattle- 

• KTNT-TV Tacoma 

• WTVJ in Miami 

• WGN-TV in Chicago 

• WILK-TV in Wilkes Barre 

• KRDO-TV I" 

Springs 

• KOAT-TV in Albuquerque 

• KOPO-TV in Tucson 

• WNAC-TVin Boston 




FOR AN 

UPSWIN6 

get TVS most 
firmly estab- 
lished mystery- 
odvenlure hero 
in an ALL-NEW 
series. Write, 
phone or 
wire for an 
early audition. 



DROOPING COMMERCIALS 

yContirtucd from page ^0) 

comes to ideas for tv coininerci;il>. 
I'or one thiiiji. iiiaii\ of the "New York 
allows me kiiiied for later traiisiiiissioii 
and that puts our locals at least three 
hours hehind in case there is a siiitch- 
ahle idea. On the other hand, there 
are fewer of lis and the weather is 
hetter. \|jart from tliese considerations 
the same laws of cr(;ative turjiidit) ap- 
here as in the land of what a friend 
of mine- on \ iewing the hordes of 
Madison A\enners in their sunmier 



shantungs and coeomit straws — called 
the Codh'ss amish. 

Mr. Bascom. while agreeably explieit 
ahout how to make commercials helter, 
dweh .sc;irc(d\ at all on the hasic rea- 
sons win thc\ aren t good to hegin 
with. 1 can suggest three: 

1. Client Schizophrenia. The client 
in his natural state i* a wild thing, a 
lurnc child who helie\es that his prod- 
uct is the most fascinating creature of 
an indulgent pro\ idence. His concept 
of the ideal connnercial is one in which 
he. in person, states that his competi- 



Have the 




♦LATEST ROCHESTER 
PULSE, OCT. 1956 



Competing with FIVE other Local Stations, 

WHEC Averages More Than 27% 
of the Local Audience "oo- 

& EVENINGS! 

BUY WHERE THEY'RE LISTENING . . . ROCHESTER'S TOP-RATED STATION 



WHEC 



He wants to go of! at 
)ring himself 



tor s product, h) name, is garhage. 

'I his haser nature is suhmerged in 
time and is hardly visihle in the con- 
formist we see twirling around the 
industry-wide Maypole in tighter and 
tighter circles 
a tangent. )et he can't 
to let go of the riLh )n. All those other 
fellows can't he wrong can thev? 

(A frightening humility is apt to re- 
sult from this folderol. I have aetuall) 
had a client tell me that his product 
was unintere.-ting. His agency's re- 
search proNcd it, he said. I asked him 
if he thought his product vas an) less 
interesting than Alodess. j 

2. Agency Cravenliness. Or Maybe 
It s Just that They Can't Think of Any- 
thing. In any e\ent. the music for the 
Morris dance al)o\ e is pro\ ided hy 
agencies, and unless one of them 
changes the tune, e\eryone will go 
right on pla\ing three blind mice. 

Most clients, for reasons noted, have 
an atavistic )eii for throwing the bull 
over the fence. The biggest reason the) 
don t do it more often is that agencies 
don't give them the chance, perhaps 
on the theory that the client might 
strain himself, and this, as we know, 
will reflect poorly on the agency. So 
what the)- do instead is just move the 
fence back a wa\s. 

3. Flop Sweat. This charming show- 
business term refers to what an enter- 
tainer exudes w hen he is la) ing an eg-i. 
knows it. but ne\ertheless dogs it on 

This 

end)ai'rassins 



through to the last dismal line 



and 



NEW YORK 
S.OOO WATTS 



Repiesenratives EVERETT McKINNEY. Inc. New York. Chicago. LEE F.O'CONNELL Co.. Los Angeles. San Fiancisco 



is a ver\ painful 
thing to watch. 

i\ow. think back over some of the 
spots you've seen lately. If those peo- 
ple were giving an)- other kind of per- 
formance than a commercial, wouldn't 
you just smell the flop sweat? All the 
signs are there — the bright despera- 
tion, the false heartiness, the repeti- 
tious phrases of a man who is tel'ing a 
st(jr\ that Isn't going over. 

Advertising flop sweat is different in 
that people are seeniingK not con- 
scious of it when the\ create a banal 
connnercial. Could it le th-jt flop 
sweat is accepted as the norm? 

The only answer 1 know to this is 
to. as Mr. Rasconi suggests, regard t\ 
commercials as entertainment in an 
entertaining medium. B\ taking the 
responsibilit) of pleasing our audience, 
we are (juite apt to get them in the 
palm of our hand. When we don't, 
we 11 reall) have flop sweat — and that 
will happen, too. But we'll know it: 
and know what to do about it. ^ 
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In The St. Joseph, Missouri Market . . . 



' * WADE 

OR A STEER SOID . . . 





IF THERE'S A HOMERUN HIT 
OR A BASKET GOAIED . . • 



m 



•F THERE'S A Recod^ 





IF THERE'S NEWS MADE 
OR A STORY TOLD . • • 



In facf, if if happens in the KFEQ area 



YOU HEAR IT ON KFEQ RADIO 




ST. JOSEPH, MISSOURI 
680 KC • 5000 WATTS 
A KENYON BROWN STATION 

SIMMONS ASSOCIATES 
Representatives 



Pick your audience . . . KFEQ has it and keeps it by 
maintaining complete and varied programing. Market 
reports, ueathercasts, farm senice and homemakcr 
programs for the rural audience. ^Vomen's shows for 
the housewife . . . music shows for both teen-agers 
and adults. And KFEQ is the favorite with the men, 
too, because of up-to-the-minute news and sports 
coverage. If you want to reach one or all of these 
audiences . . . tr\- KFEQ. 
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a new twist in radio 
puts KOBYon top 



in San Francisco 




KOBV's hypnotic formula in music and news has captured the San Francisco audience! 

Februar\'-March Hooper ranks KOBY No. 1 station all day — every day. Weekday 
ratings of 17.8 a.m., 25.5 p.m., 29.3 Saturday, and 33.8 Sunday cinch KOBY as the leader. 

ALL surveys show KOBY as the fastest rising station in San Francisco. KOBY's 10,000 
watts (the most powerful independent in San Francisco) boom out and sell the entire bay area. 
KOBY operates full time — sells full time. See Forjoe for the info on KOBY — 
the hottest station In the nation's 7th largest market. 

MID-AMERICA BROADCASTING COMPANY 



KOSI, Denver, Colo 



WGVM, Greenville, Miss 



i6 
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// iirfhly Itsttrt^ of changes 

in lite (idifrttstn^ and broadcast field) 



NEW 



NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


Amcr Safety Rjzor, NY 


Mc-E. NY 


CBS 


170 


Chevrolet. Detroit 


Cjmp-Ewjid, Detroit 


NBC 




Fjistjff Brewing, St. Louis 


DFS, NY 


CBS 


105 


S C. lohnson. Racine, Wis 


NL&B, Chi 


NBC 


130 


Knomjrk Mfg, Brooklyn 


Mogul, NY 


NBC 


B4 


Liggett & Myers, NY 


Mc-E. NY 


NBC 




Miles, Elkhjrf. Ind 


Wade, Chi 


ABC 




Park & Tilford. NY 


Mogul, NY 


NBC 


B4 


Philip Morris, NY 


Burnett, Chi 


CBS 


16B 


Philip Morris. NY 


Ayer, NY 


ABC 




Scott Pjper, Chester, Pa 


)WT. NY 


NBC 




Whirlpool Corp. St. Joseph. Mich 


K&E. Chi 


NBC 





PROGRAM, time, ifarf, duration 

Came of Week, 1 55 or 2 25 pm-conci, 6 Apr. 



6 Oct. 52 wki 

1 55 or 2 25 pm-concI, 6 Apr; 



Baseball 

26 wks 
Chevy Show Su 9-10 pm 
Baseball Came of Week 

26 wks 

Steve Allen; alt Su B-9 pm; 7 |ul; 52 wks 
Masquerade Party; W B-B 30 pm; 29 Miy, 12, 26 June 
Fisher-Cobel Show: alt Tu B-9 pm. 24 Sept, 52 wks 
Wednesday Night Fights; 10 pm-concI; 5 June; 52 wks 
Masquerade Party; W B-B 30 pm; 17 Apr, 1, 15, Miy 
Baseball Came of Week. 1:55 or 2 25 pm-concI; 6 

26 wks 
Mike Wallace; Su 
Cisele MacKenzie; Sa 9:30-10 pm; 
Msher-Cobel Show, alt Tu B-9 pm; 11 Sept; 52 wks 



IO-10:30pm; 2B Apr 

21 Sept; 52 wks 



Apr ; 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 

Borden Co, NY 
DeSoto, Detroit 

Ceneral Foods, White Plains, NY 
Ceneral Mills, Minneapolis 
Procter Cr Camble, Cin 
Procter Cr Camble, Cin 
Procter & Camble. Cin 
Procter & Camble, Cin 
Ralston Purina. St. Louis 
Scott Paper, Chester Pa. 
Toni, Chi 



AGENCY 



Y&R, NY 
BBDO, Detroit 
B&B, NY 
DFS, NY 
Y&R, NY 
B&B, NY 
B&B, NY 
Compton, NY 
CB&B. SF 
)WT, NY 
North, Chi 



STATIONS PROGRAM, time, start, duration 

NBC 91 People s Choice; alt Th 9-9:30 pm; 26 |ul 52 wks 

NBC 156 You Bet Your Life; alt Th B-B:30 pm; 26 Sept; 52 wks 

CBS 14B Zane Crey; alt F B:30-9 pm; 12 Apr; 52 wks 

ABC Wyatt Earp; alt Tu B:30-9 pm; Sept; 52 wks 

NBC 91 People's Choice; alt Th 9-9:30 pm; 2 Aug; 52 wks 

NBC 152 Loretta Young; Su 10-10:30 pm; 7 Jul; 52 wks 

NBC 143 This Is Your Life; W 10-10:30 pm; 25 Sept; 52 wks 

ABC Wyatt Earp; alt Tu B:30-9 pm; Sept; 52 wks 

ABC Bold Journey; M B.30-9 pm; 29 June; 52 wks 

NBC 113 Father Knows Best; W B.30-9 pm; 25 Sept; 52 wks 

NBC 160 You Bet Your Life; alt Th B-B:30 pm; 3 Oct; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 

NAME 



Jr. 



Louis F, Allen 
lames A. Ballard 
Vic Bikel 
C. Roger Bower 
Lee Browning 
Richard W. Chapin 

Joe Clifford 
John Conboye 
Thomas B. Cookerly 
Joseph Flynn 
Robert Callagher 
Fritz Cibson, Jr. 
Ceorge A. Craham, 
Ray Kozak 
Roger Larson 
Walt Lochman 
Dave Lundy 
Arch Madsen 
James F. McBridc 
Francis C. McCall 
Joseph F. McCinley 
Frank Mclntyre 
Russ McElwee 
William M. McPhillips 

H. Maier 

Clenn Nickell 

Ernest H. Peterson 

Bernard Piatt 

Edward L. Prcsnell . _ 
Robert Provence 
James C. Rogers 
Donald M. Ross 



FORMER AFFILIATION 

_ WOV, NY, sis 

WOOW, New Bern, NJ, mgr 
...NTA Film Net, NY, acct exec & station relations exec 
Sir Walter Tv, Raleigh, NC, vp 
WFIE-TV, Evansville, Ind, acct exec 
KFOR, Lincoln, Neb, gen mgr 



KTSM-TV, El Paso, acct exec 
WBTV, Charlotte, NC, Carolinas sis mgr 
KFSC, Denver, sis mgr 
_ CBS Radio Spot Sales, NY, presentation writer 
National Brewing, Bait, asst mkt dcvcl mgr 
NBC Radio Net. NY, dir sis service 
KRC1, Crand Island, Neb, sis mgr 

KFOR, Lincoln, Neb, sis mgr 

KCKN, Kansas City, sis mgr 

. KCO, SF, sis 

. RAB, dir station services 

Young & Titus, Lewiston, Idaho 
NBC Tv, dir news & special events 
WNAO-TV, Raleigh, NC, local sis mgr 
KLIX. KLIX-TV. Twin Falls, Idaho, vp & gen mgr 
_WXEX-TV, Richmond, Va. acct exec 

San Francisco Chronicle, feature writer & reporter 

Crook Advtng, Dallas, acct exec 

KVAL-TV. Eugene, Ore, commercial mgr 

WTIC, Hartford, local acct exec 

Sponsor, NY, vp & gen mgr 

Rutledge & Lilienfeld, media dir 

WLW, Dayton, program dir 

KLAC, LA 

KNX-CPRN. Hy. gen sis mgr 



NEW AFFILIATION 

_WABC-TV, NY. sis 
WKIX, Raleigh. NC, sis mgr 
CBS Tv Film Sales. NY, acct exec 
WNAO-TV, WKIX. Raleigh, NC, gen mgr 
Same, gen sis mgr 

Same, also KRCI. Crand Island, Neb, gen mgr & vp Stuart 
Investment Co 

KCW, Portland, Ore. local sis 

KONO-TV. San Antonio, acct exec 

Same, nati sis mgr 

KOSI, Aurora-Denver, acct exec 

WCBS. NY, asst sis promotion mgr 

WSOC-TV. Charlotte, NC. sis 

Same, dir sis planning 

Same, station mgr 

Same, asst gen mgr 

... WHB, Kansas City, sis 

Same, sis mgr 

Sponsor. NY. gen mgr 

KIMA, Yakima, Wash, sis promotion 

WPST-TV. Miami, gen mgr 

Same, sis mgr 

KVOS. KVOS-TV. Bellingham. Wash, vp 

WSOC-TV, Charlotte, NC. sis exec 

KSFO, SF. news dir 

Blair-Tv, Dallas, acct exec 

KWRO, Coquille. Ore, mgr 

Same, local sis mgr 
_ Same, vp & asst publisher 
KXOK, St. Louis, sis 

WSOC-TV. Charlotte, NC, program dir 
^Paul H Raymer. Hy. r-tv sis 
-Golden West Enterprise, vp & gen mgr 
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NEW AND RENEW 



BROADCAST INDUSTRY EXECUTIVES continued 



NAME 

Dave Sacks 

Michael Stehncy 

Joseph W. Timberlake, Jr. 

Lester S. Tobias 

Robert S. Tyrol 

Gerald A. Vernon 

Earl W. Welde 

David Yanow 



NEW AFFILIATION 



KCO-TV, SF, sis 

Sarra, Inc, production mgr 

WBTV, Charlotte, NC, local sis 

WTIC, Hartford, local acct exec 
JWT, NY, asso media dir 
WNAO-TV, Raleigh, NC, sis mgr 
CBS Radio Net, Phila, acct exec 



FORMER AFFILIATION 

-Same, sis mgr 

Kling Film, Chi, vp & exec producer 

Same, Carolinas sis mgr 

AAP, LA, western div sis mgr 

Same, asst gen sis mgr 

NBC Tv Net, NY, dir sis services 

Same, asst gen mgr 

NBC Tv Net, Phila, sis 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Kenneth W. Akers 
L. M. Booton 
Pat Clark ... 
Frank C. Clayton 
Walter C. Davison 
George DePue 
Edward C. Dolph 
Robert A. Failey 
Charles Farran . 
Edwin L. Fletcher 
Glen W. Fortinberry 
Clarence E. Hale ... 
Margaret Harrison . . 
W. Denning Harvey . 
Frank A. Helton 
Paul Keller 
Clayton Kenney 
John B. Lanigan 
Peggy LeBoutillier .. 

Irving Levine 

George Ludcke . 
J. Clarke Mattimore 
Claude G. May 
Miles C. McKearney 
John Mills 
Don O'Leary 
Timothy J. O'Leary . 
Olive M. Plunkett . 
Victor Ratner 
Reggie Schuebel 
Wayne Stewart 

Bud Sherak . 

Gale M. Spowers _ 
Elsworth Timberman 

Larry C. Varvaro 

Blair Walliser . .. 
Ted Weeks 
Philip M. White 
Harry Witt 



FORMER AFFILIATION 

Griswold-Eshleman, Cleve, pres 
.Biuce B. Brewer, Minn, partner 
.Sutherland-Abbott, Boston, acct exec 

Burnett, Chi, asso media group super 

Western Advtng Agcy, LA 

Bryan Houston, NY, vp & acct exec 
.Collier's Mag, NY, asst promotion mgr 
.Ayer, Phila, plans-merchandise exec 

Griswold-Eshleman, Cleve, creative dir & vp 

Russel M. Seeds, Chi, asst research dir 

R&R, Houston . ... 

BBDO, SF, acct exec 
_Gaymor Co, super mkt promotions . 

_K&E, NY, acct exec 

_R&R, SF, acct super 

..Bryan Houston, NY, asso research dir 

Griswold-Eshleman, Cleve, acct exec & art dir . 
.NBC, NY, sis mgr chg daytime-sports-special events 

Nassau Guardian, Bahamas, feature writer & columnist 
.JWT, NY, traffic 



NEW AFFILIATION 



Same, chairman 
.Same, managing partner 
Noble-Dury, Nashville, acct exec 
Gardner, St. Louis, media group super 
Same, vp chg mktng & new business 
Grey, NY, acct exec 

Roy S. Durstine, NY, creative staff 
..Gardner, St. Louis, acct exec 
Same, pres 
Same, research dir 
Maxon, Detroit, asst to pres 
Same, vp 

BBDO, NY, asst to sis promotion dir 
Same, also vp 
Same, vp & office mgr 
.Reach, McClinton, NY, asso research dir 
-Same, vp & creative dir 
..Compton, NY, vp & acct super 
— Anderson & Cairns, NY, dir beauty publicity 
Getschal, NY, production mgr 



Calkins & Holden, Minneapolis, office mgr Reach, McClinton, Minneapolis, office mgr 

.K&E, NY, acct exec _ Same, also vp 

_ _ .. Western Advtng Agcy, LA, acct servicing 

Foster & Davies, Cleve, vp .. .. Same, member board & exec committee 

Milloy Advtng, Wash DC, acct exec Mills Advtng, Tulsa head 

K&E, NY, acct exec Same, also vp 

.Calkins & Holden, NY, media ... Reach, McClinton, NY, r-tv media 

_BBDO, NY, fashion copy super _ Same, vp 

.Mc-E, NY . . _ _ B&B, NY, vp 

_NC&K, NY, vp ... Guild, Bascom & Bonfigli, NY, dir net relations 

.Gardner, St. Louis, dir service dept Same, acct exec 

_K&E, NY, research dir . . .Same, also vp 

..Wm Barber, Colo Springs, acct exec Galen E. Broyles, Denver, acct exec 

B&B, NY, asso acct exec _ _K&E, NY, acct exec 

K&E, NY, asst acct exec . Same, acct exec 

John W. Shaw, Chi, Ny r-tv rep Same, also acct exec-NY accts 

Gardner, St. Louis, acct exec Same, also dir merch & chairman merch advisory bd 

Calkins & Holden, Chi, office mgr Reach, McClinton, Chi, office mgr 

..Caikins & Holden, LA, office mgr .. „ Reach, McClinton, LA, office mgr 



SPONSOR PERSONNEL CHANGES 



NAME 

Carol Bag 
Peter J. Cole 
William 0. Dillingham 
Howard Eaton, Jr. . 
Carlyle E. Miller 
Katie Saunders 



FORMER AFFILIATION 



Jack Gilbert Asso, acct exec 

..Sterling Brewers, territorial sis rep 

Pabst Brewing, exec vp 

Y&R, tv acct rep 

Lentheric, nati field sis mgr 
..General Foods, product publicist 



NEW AFFILIATION 

Borden Co, asst advtng mgr-chem div 
.Same, asst sis mgr 

.Same, also Hoffman Beverage Co, pres 
Lever Bros, r-tv media mgr 

Park & Tilford, gen sis mgr-toiletries & dyestuffs div 
Lever Bros, brand publicity mgr 



NEW FIRMS, NEW OFFICES (Change of address) 

Anderson & Cairns, NY, has moved its public relations and publicity 
dept to new quarters at 145 E 75th St 

CBS, Chi, is now located at 630 N McClurg Court 

Gresh & Kramer, Phila, will move to 1717 Sansom, effective 4 May 

Ben H. Harkins, Seattle, new firm specializing in r-tv production & 
planning & sales promotion, is located In the 1426 Fifth Ave BIdg 

Kennis Film Service, NY, has moved to 311 W 43rd St 

KUAM, Agana, Guam, has established a new business office at 324 
Natividad BIdg, Escolta, Manila, P. I. 



Jack Masia & Co, NY, is new r-tv station rep firm with offices at 551 
Fifth Ave 

McCann-Erickson, Montreal, will be located at Peel Centre, 2055 Peel 

St, effective 29 April 

Pintoff-Lawrence Productions, NY, new in production of animated films 
for theatrical release, tv programing & commercials, is located at 129 
W 52nd St 

Kenneth Rader Co, NY, has reopened with offices at 15 E 48th St 
Trans-Lux Tv now has an LA office at 1966 South Vermont Ave 
The Zakin Co, NY, is new agency with offices at 386 Fourth Ave 
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ELEPULSE 




RATINGS: TOP SPO' 



WW rank 



1 I 2 
2 

t 
I 

3 1 

4 4 

I 

5 ; 

6 10 

7 5 
B 7 
3 8 
) 



Top 10 shows in 10 or more markets 
Period 1-7 rebruory 1957 
TITLE. SYNDICATOR, SHOW TYPE 


Average 
ratings 


7-STATION 
MARKETS 


5-STA. 
MARKET 


4-STATION MARKETS 




NY. L.A. 


S. Fran. 


Seattle- 
Boston Chicago Detroit Milw. Mnpls. Plilla. Tacoma Wash. 


Atlanta Ball ° 


nignway ratroi \>yi) 


21.4 


15.2 12.9 

vvrca-tv kttv 
7 -.aupin 9 .niipin 


17.3 

kron- tv 
<; ;30pm 


20.3 9.5 19.9 11.9 11.8 16.9 23.7 16.2 

wl)Z-tv wgn-tv wjbk-tv utinj-tv kstp-tv wcau-tv koino- tv wtop-tv 
10:30pm S:nnpm 10:30pm in:30pin 10:30piii 7 :00pin 7:nOpm 7 :Oapin 


22.2 12.: 2 

waga-tv winar- 
7;30pm ll:O0p 


brare 1 rooper \J\) 

MCA 


21.0 


4.9 

wor-tv 

n :nniiin 
10.7 

urfa-tv 
7 MiOpin 


6.7 

kKll-tV 

li):onpm 


20.7 18.8 15.9 11.5 

Hnac-tv wnlxi kslp-tv wrcv-tv 
UI::jOpm 9:30pm 9:30pm 10:3npin 


21.9 

waga-tv 

7:00pm i 


Death Valley Uays IWj 

PACIFIC BORAX 


20.0 


10.7 

kEotv 
7 :00iim 


15.5 11.5 10.2 

wiihq wwj-iv wrcv-tv 
9:30pin 7 :IJOpm 7:00pm 


15.9 9.5 fl ' 

wA\l-a wl>al-t 
<;:30pin 7:nOpii> 


rL •££ £ f\\i\ 

Shenrr or Cochise (WJ 

NT A 


18.9 


3.9 8.8 

waltd kttv 
7 :30pm 7 rnOpm 


15.7 

kroii tv 
6:30pm 


21.5 15.4 16.9 10.2 14.7 24.8 11.3 

wnac-tv wnh(\ wwj-tv wtinj-tv wcco-tv king-tv wrc-tv 
l):00pm 7:30pin 7:00pni in:30pm 9:3npm 7 :Oi)pin 10:30pin 


'I 


Dr. Hudson s Secret journal \U) 

MCA 


18.4 


3.4 7.9 

wpix kttv 
Ornopm 9:anpm 




15.2 11.2 13.0 22.5 11.5 18.9 4.0 

wnac-tv «nl)q uxyz-tv vvlnij-lv kstp-lv king-lv umal-Iv 
in:30pin 10:00pm 10:30pin !i:(IOpm 7:30pm ,s :30pm 10:30pm 


15.9 

Hi 

10 :30pm B 


Waterfront (A) 

MCA 


18.2 


A 7 5 5 

H-ahd kttv 
7;3npm n:nOpm 


1 3.5 

kpix 
7 :00pm 


197 130 195 79 24 4 87 

wnac;-tv mvj-tv wxix kmnm-tv weau-tv wttg 
7:00pm 10:30pm lu :00pm » :30pm C :30pm 7:30pm 


11.2 I8.2V 

waga-tv wmar-tv 
7:00pm C:30pni^_ 


Superman (A) 

FLAMl NGO 


18.1 


6.9 7.5 

wabctv kttv 
GMinpnl 7:0npnl 


9.5 

kgo-tv 
6 :Oiipm 


21.7 12.5 14.5 11.0 15.5 24.5 24.8 14.7 

wnac-tv wgn-tv wxj'z tv witi tv ucco-tv wcau-tv king-tv wrc-tv 
n :30pm G:00pra 6:00pm e:00pin 4:30pm 7 :0flpm ii:Oiipin 7:00pm 


22.0 25.0* 

\\sl)-tv wbal-tv 
7:0npm 7:00pm 


Annie Oakley (W) 

CBS FILK* 


17.3 


7.2 7.2 

wabc tv kahc-tv 
1) :oni)in i! :Onpm 


6.7 

kgo-tv 
r,:00pni 


27.0 20.0 15.5 17.7 16.9 24.9 22.2 13.3 

wnac-tv wbbm-tv wxj*z-tv wtmj-tv wcro-tv wcau-tv king-tv wtop-tv 
r>:nOpm o:30pin 6:a0i)m 6 :00pm j:00pm 5:30pm r,:00pin 7:00pm 


14.3 17.2 

wlw-a wbal-tv 
6 :00pin ."1 :30pm 


Science Fiction Theater (SF) 

ZI V 


17.3 


10.2 11.4 

wvca-tv kttv 
7 rnOpm S ronpiii 


18.7 

kron- tv 
7 :nOpin 


20.0 8.2 7.5 6.5 9.2 8.2 19.8 9.2 

whz-tv wnbq wx>-z-tv wtmj-tv kniKin-lv wfil-tv king-tv \\inal-t\ 
7:00pm 10:30pm 10:3npm 11:00pm ,S:30pin 10:30pm 10:noi)m B:00pm 


17.7 15.7 

waga-tv \\bal-t( 
7:i>0pm 10:30pm 


Cisco Kid (W) 

ZIV 


17.0 


7.5 

knxt 
6:00pm 


12.5 12.9 12.7 

wnac-tv wxyz-tv wtop-tv 
12 noon 6:30pm e :00pm 


14.7 16.0 

waga-tv whal-tv 
.Tirinnni 7:00pin 


Top 10 shows in 4 to 9 markets i^. 


Doug. Fairbanks Presents (D) 

ABC FILM 


24.8 


14.2 

wrca-tv 
10:30pm 




18.2 

wlmj-tv 
9:30pm 




Esso Golden Playhouse (D) 

OFFICIAL FILM 


17.7 
16.7 
16.6 
16.6 
14.8 
14.6 






13.5 19.9 9.9 

wbz-tv wcau-tv wrc-tv 
7:0i)pm 10:30pm 10:30pm 


14.9 i, 

wmar-tT 
7:00piii i 


Life of Riley (C) 

NBC FILM 


14.3 

kttv 
8 ;.'iOpra 


24.9 

kron-tv 
7:nOpra 


15.0 6.9 9.2 29.7 

wnbq wxix kslp-lv king-tv 
0 :00pm 4 :00pm C :00pm 7 :30pm 




Count of Monte Cristo (A) 

TPA 


1.0 5.3 

wabd ktt\' 
s:30nm .5:0iinm 




29.4 9.2 8.7 16.2 11.2 

wnac-tv wbkb cklw-tv wxix wtop-tv 
.•i:30m 4:00pm 7 :00pra 10:onpm i: :3npm 




Frontier Doctor (W) 

HOLLYWOOD TV SERVICE 






16.9 16.4 

wx>T.-tv wxix 
6:o0pm 10:00pm 


14.5 

waga-lv 
"1 :30|iin 


Patti Page (Mu) 

SCREEN GEMS 






13.7 5.5 10.1 

wnac-tv wwj-tr wtmj-tv 
Til.'ipm ll;15pm lii.oOpm 




0. Henry Playhouse (D) 

GROSS KRASNE 


3.8 

uitr tv 
!l:lHlpm 


13.0 

kpix 
7:oiipm 


7.3 13.5 13.5 12.7 

ckiw-tv kstp-tv wcau-tv kint-tv 
9:00pm 9:3npm 10:30pm lo:30|)m 


13.9 

wsb-tv 

2::jnpm J 


Code 3 (M) 

ABC FILM 


14.0 
13.5 


1 1.6 

kllv 
9 :30pin 


17.0 

kron - IV 
10::il)pm 


9.0 12.9 12.3 15.2 12.7 

wxyz-tv wiin-lv wrcv-lv king-lv wlop-lv 
7:00pm 9:30pm 7:00pm I0:0npm 7 :00pra 




Jungle Jim (A) 

SCREEN GEMS 


5.2 9.9 

wal)c-tv kttv 
i>:Onpm (;;nnpm 




6.5 10.7 12.9 

wnliq Hx^•z-lv wmal-fv 
s :30am 2:30|)m (;:00pin 


1 


Stories of the Century (W) 

HOLLYWOOD TV SERVICE 


13.5 


2.0 6.3 

\\l)ix kc(>p-tv 
7:3l)pin 7:00pni 


7.5 

kpix 

12:00 noon 


15.3 12.9 

UTiai - 1\ wxi.\ 
ItiXUam iDMitiinn 





nk P«sr 
w rank 



1 



I 



\ 2 
! 4 



3 
5 



irv type tymboU: (A) adventure; <C) comedy: (D) drama: (Doc) documentary: (K) kids; (XD 
fry: ilu) musical; (Sj sport: (SF) Science Fiction; (\V) Western. Films listed are syn- 
' • hr.. '/i hr. & hr length, telecast In four or more markets. Tlie average ratine Is 
gt led average of Indindual market ratings listed above. Blank space litdlcatn film 



Hot broadcast in this market 1-7 February, Wliile network shows are fairly stable from one 
month to another in the markets in which they are shown, this Is true to much lesser en«nt wlili 
syndicated shows. "Hils should be borne In mind when analyiUis rating trends frum one month to 
another In this chart. 'Refers to last month's charu If blank, show was not rated at all In lul 



»: 

, t 
< Si 

J 



1 



ILIVI SNOW 



J-STATtON MARKETS 


2 STATI0N MARKETS 


M. Cl«v». Colurnbui St. L. 


BIrrn. Charlotta Dayton New Or. Provldenct 


.9 29.2 29.5 26.2 

nm li> .lOpMilil 30|<iii lil:nii|ini 


29.0 36.3 44.3 26.5 

wlnr IV uhlu (v wdsii l\ wjar (v 
II otipm U oopiii |o:<Mi()in lo ;(0()iii 


24.4 

k«il IV 
11 :i(i|ini 


30.3 36.8 39.3 

wltn- tv \\\\W IV wdsu tv 
'1 ;i(li>in ; ii{ipin HI ilKpiii 


18.7 31.5 30.2 

7 00(11)) *i :i»iin) >i ;iM(ii)) 


62.5 9.5 35.0 1 1.3 

vvhlv utiht tv wil.tti Iv vvjiir tv 
^.(Ml|l|n (^'ililpi]) 111.111(1111 <;:llll|iln 


2 19.7 27.5 15.2 

I k\^\ Iv Minis IV kill IV 
m 1» anpm T ..irti'iii m 'Mi\nn 


43.8 24.0 30.5 

whtv H Ih iI Hitro IV 
1(1 Idiiiii III :i<i|ii]i 7 iiiipni 


5 12.9 22.0 

IV njn IV kid Iv 
nm t' 30pni M :iil|iin 

15.9 14.2 8.7 

wpws Hims IV ksil' IV 
7:00pni I°i.oii|>ni 11 30i>in 


24.5 60.8 30.3 24.3 

Wubt \vl>tV WiI.sU Iv WIH'O Iv 

13011111 s ll<i|iiii lll::illpin ; illltiMi 


65.0 41.0 

Hl)t\ vv(»ro-tv 
S:3Upm ll:l.'ipnl 


0 17.9 11.3 

m iiioopm 5:30pni 


35.3 30.3 26.5 14.3 

vvttiv Hlihi IV Htlsti'Iv \\jar tv 
5 nO|iin iMiUiim .'>:iiiipni 1! nOpni 


5 20.5 22.4 24.2 

rtjw-lv \\()i)s Iv kwk <v 
im 0:30pm 0:ii<tpi)i iTiOOpni 


20.8 15.8 14.8 

HhiT-Iv \vl» Ml w jiir Iv 
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ut or wu in odier tti»n top 10. Clisslflcatloa u to number of st«UoGS In 
rket K Pulse's ovvn. I^lUe detcrmlDM numbar by manuring whlcb ttallens 
1 Mtuillj received by homes In the metropolitan are* ot a riven market 
n though station Itself may be oulslde metropoUlan area of the market 



BUYERS' GUIDE IS A 
SELLERS' DREAM COME TRUE! 

liiKi^iiic lidiiii^ (I tool that .s/civ.s slraiislil lo lln' 

111(11 kcl itdiil lo sell, liillioiil na.slr of lii/ir. cfforl. 

Ill on ('\ ! 

I lull's ulidl llic lO.l? lUncrs' (hiidc lo sUiiioii proL'/aiii- 
iiifi (Iocs for yoii. 

RADIO SECTION 

'I lirmijzli oiu- iiia>lt'i illn-ctoi x iiinl !> cjitcfioi x (lir<-< toric-. \ on 
jii't iinaluiililc li-l- of radio -tatioii- tlial iirufiiaiu to lli<- l ariii 
market. Fort'ifiii Laiiiiiiaiic iiiarkrl. I^aliii \iiicricaii-. Nc^'hm--. 
I{('lii;ions-Go>|)i'l dcNolccs. l'o|iiilar iiiu-ic and I'olk iiiii-I< fan-. 

TV SECTION 

Tlir()ii<;li aiiotlier master dirrctoix and () ntliei i ati-^or\ diici - 
torle*. \()U fret li>l.- of tele\ i>i()ii >latii)n> willi I arm I'lo^'rain-. 
I'^eatiire Tilms. Ilomeiiiakin<; >lio\\s. .'^porls and S|)ecial Audi- 
ence appeals. 

OTHER SALES AIDS TOO! 

^ ou II find summaries of llie trends in l\ and radio [iro^'ram- 
ming to lielp ) oil pick tlie rijrlit ?-lio\\ for \(mr product. 

You II find the film and >lide specifications and >tudio facilitie- 
of tv .-tat ions. 

Vou II find eomplele li>l> of l\ and radio repre-eiitaliN e- who II 
f:i\e ) on more information on the market \iiii wish to >ell. 

FREE TO SUBSCRIBERS 

Bn\ers' Cjuide to Station l'rograiiiin<; im kuled free of extra 
cost with a snl)Sf riplion to SPONSOR. If \on"re not already 
gcttiii<; \oiir personal eopj of the new \\eekl\ SI'0\>OI!. miIi- 
seiihe todav. ^'ou'll 2et \our 19o7 HuNcr^" (uiide li\ return 



mall 



ALREADY A SUBSCRIBER? 



\'our eoj)\ of lUueis" Guide was mailed a- part 2 of 
SI'ONSOK'S March .'^0 i>sue. Kxtra copies ma\ he ordered 
at S2. each. h\ iisiii" the form helow. 



- - - » - ORDER HERE » » - - - 

SPONSOR 40 East 49th St. New York 17 

Seiul me lUncrs' Guide free almig with .^2 wcekK i--ue- of 
SrO-NSOK at -SIO. ( i I'.ill ( l l'a\ment eiiclo-ed 
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Capsule case histories of successful 
local and regional television campaigns 

^ TV RESULTS 

m 



WAREHOUSE SALE 

SPONSOR: Scars Roebuck ACKNLY: Direct 

Capsule case history: Tv ach ertisiiig helped tins sponsor 
buck the elements and made Sears' annual warehouse sale a 
success in spite of \vinlr\ weather. Sears, Roebuck, Wheel- 
ing, W. Va., placed a saturation schedule of announcements 
on \TT1\F-TV which ran for three successive days prior to 
the sale. \^ TRF-1"\'^ was the only medium used to promote the 
sale. On the day of the sale the temperature was 27 degrees; 
there were four inches of snow on the ground and a heavy 
snow was falling. In addition, Sears' warehouse is located off 
the beaten track in a hard-to-find spot. Nevertheless, when 
the warehouse opened at 8:00 a.m. over 300 people were 
waiting outside, and the huge building was crowded all day 
long. Don West, the store manager, reported that, as of 11 :00 
a.m. on sale day, time payment totals were running more 
than one full hour ahead of last year's sale. For its previous 
sale Sears bad used newspaper ads as its primary medium. 

\^TKF-1"V\ \Vlieeling, W. Va. PURCHASE: Aiinouncement<- 



SEWING MACHINES 

SPONSOR: E. W. Ed^vards & Son AGENCY: William Lane 

Capsule case history: This advertiser sold at least 22 sew- 
ing machines as a direct result of 13 announcements on 
WHFi\-TV, Syracuse. E. W. Edwards & Son bought a single 
weekly minute participation in the Gal Next Door show for 
13 weeks. Each week an Edwards representative joined Kay- 
Larson, the program's personality, in demonstrating a differ- 
ent sewing machine model and its various attachments. Dur- 
ing the 13 weeks of the promotion Edwards' sales people 
made note of each specific reference by a customer to the 
television advertising. By the end of the campaign's run a 
total of 22 people had alluded directly to the tv commercials 
in connection Avith the purchase of a sewing machine. There 
were additional purchases by customers who did not refer 
to the announcements which Ross Dickson, manager of the 
sewing machine department, also attributes to the television 
advertising. Mr. Dickson has now renewed for 13 weeks. 

WIIEN-TV, Syracuse PURCHASE: Participations 



RESTAURANTS 

SPONSOR: Volcano Restaurant AGENCY: Direct 

Capsule case history: For a little over a year, the Volcano 
Restaurant in South Bend has been appealing to the palates 
of pizza lovers \ ia tv with a resulting 30% increase in busi- 
ness, as of last January. The restaurant purchased a weekly 
one-minute participation in Lamplight Theater, a feature 
film show aired Monday-Saturday night on WNDU-TV. 
Tliough the commercials concentrated on Volcano's pizza 
take-out trade, business from diners in the restaurant also 
flourished. After just one month on tv, business Avas liea\^' 
enough to permit operation time to be cut by fi\'e hours a 
day Avitli a consequent reduction in expenses. In addition, 
the campaign's success recently enabled Volcano's owners to 
open a new pizza restaurant in Niles, Mich. Nine months 
ago Volcano canceled all other forms of advertising to con- 
centrate on tv. This year is expected to see a doubling or 
tripling of its tv time. Cost has been $45 per announcement. 

WM)U-TV, South Bend-Elkhart PURCHASE: i'arlicipations 



WINES 

SPONSOR: Manischewitz Wine Co. AGENCY: Emil Mogul 

Capsule case history: Manischewitz Wine Company, New 
York, returned to full program sponsorship last fall in a 
move that has pro\ ed highly profitable for the firm. In recent 
years Manischewitz has concentrated its television advertis- 
ing in participations and announcements. But last September, 
after four years of straight commercials, the wine company 
assumed full sponsorship of a half-hour program on WRCA- 
TV, New York. The show, Hy Gardner Calling, is broadcast 
on Saturday nights from 11:30 p.m. to midnight. Both live 
and film commercials are used on the program. Since the 
firm began sponsoring Hy Gardner, sales of Manischewitz 
kosher wines have shown a sharp increase in the New York 
market. ^leyer H. Robinson, treasurer and general manager, 
stated that "we believe the prestige value of our product's 
being associated Avith Hy Gardner's celebrity-filled pro- 
gram has contributed substantially to this sales rise." 

WKCA-TV, New Y'ork PURCHASE: Hy Gardner Calling 
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In the first rating taken since the station went on the air — 

WRAL-TV WALKS OFF WITH 24 OUT OF 32 TOP SHOWS 



It always looks easy for a cluiinpioii! The Tar lleel> of rSorlli (]aroIiiia walked ofT willi llif national 
baskelhall clianipion>liip. And WRAL-TV walked olT with the FVhrnary ARB taken in Raleigh. 
jii>l weeks after it went on the air. 

\VRAL-T\' ha> proved itself to he the nio-l important teUni-ioii -lation in thi- part of the South. 
ARB ?ay? it ha? twiee the Raleigh-area aiidieiiee a> the next -talioii, copping 21 of the top 32 >how~. 
And watch the next rating>! 



PICK A CHAMPION TO WIN! 




CHANNEL 



H-R Representatives, Inc. 




RALEIGH UJUU NORTH CAROLINA 
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^ SHON^OP ASKS 



What are the pros and cons of humor commercials 



Bernard Pagenstecher, '■/'• <-^- account 
supenhor, Yoiinn Rublcam, ?>etv York 

TliPic is iiolhiiig funny al)()ut liunior- 
ons advertising. 

\ liglit-hearterl ad or commercial 
tlial provokes a smile or a laugh is 
still II -erious selling message and 
often requires more time, money and 




''humor is not 
always a good 
thing" 



hard work to produce than aii\ other. 

And it stands or falls b} the same 
f olddiearted criterion — effectiveness. 
For example, the ])eople at I'iel's and 
all of us at Young & Rubicam judge 
Bert and Harry not only by their po])- 
ularit) but b\ their abilit} to generate 
a preference for Piel's Light Heer. 

Some people, realizing that the 
stakes are just as high for the light- 
veined comnrercial as they are for the 
more formal selling messages, are irr- 
clrned to regard the Bert-and-Hari-y- 
type dej)aitures from hard sellirrg teeh- 
ni(jues as "daring" and "unorlhodox." 
1 w ondcr u h\ . 

Vidi) should hunror be out of place 
in adveitising meant for American.*, 
the least self-serious of all the world's 
IJeoples? is the country where 

jjcople love laughirrg so riruch that the) 
supj)ort the world's large.st. and high- 
est paid, striirg of comedians and 
laugh harde.-t at the jokes on the most 
serious to])ics. 

Hunror in advertising, however-, rs 
not al\\a\- a good thing. Jt would be 
wrong for an insurance conr])anv to be 
funn\ while urging famil\ irren to pre- 
pare for the j)os;.ibility of untinreh 
death ])\ bu\ ing ]jroteetion for their 
\'. ives arrd children. 

Most cases in actual e\j)ericnce are 



not as easy to decide as the exairrple 
cited. Sporrsors have multimilliorr- 
dollar investnrents in their bratrd im- 
ages and iir their product re]Jutations. 
If they switch to a humorous cam- 
paign without ])ains-taking study and 
soul-searching, they may invite dis- 
aster. Few advertising fates could be 
wor-se tharr to wind up establishing the 
product merely as being made bv a 
s])oirsor with a wonderful sense of 
humor. 

For Piel's however, we feel that the 
light-heartedness of Bert and Harr\ is 
especially appropriate. Beer is a prod- 
uct associated with informality aird 
care-fiee enjoyment, in addition, the 
people at Piel's devoted 74 years to 
building a tradition of friendlv. sin- 
cere and irrfoi-mal relations with their 
market which Bert and Harry are 
carr) ing on. 

\^'ith Bert and Harry we try to keep 
the humor popular — and pur])oseful — 
by maintaining a cold-blooded and 
critically irreverent regard for the 
campaigrr. Each new idea is exposed 
to a wide selection of minds from the 
Piel product group at Y&R and from 
the executive level in the sponsor or- 
ganization. The majority stand on 
this panel of Bert and Harry god- 
fathers is always one of bard-headed 
stubbornness against dejjartures from 
the basic concept of the brothers as 
recognizable hunran beings and of 
blunt rejection for the broad yock or 
the esoteric quijj. 

Bert and Harry's continuing popu- 
larit\ and the sales figures for Piel's 
Light Beer assure us that we are still 
mairaging to keep them funnv in a 
serious wav. 

Bob Elliott- and Ray Coulding, 

Goiilding-Elliott-Graham, New York 
(Bob) As partners irr Goulding-Elliott- 
Graham Productions. Ra\- and 1 have 
to put u\) with monologues on this 
subject from Fd Grahanr, who claims 
to be an authority because he worked 
at McCann-Frickson and Young & 



Rubicam, both while in his teens. 

\\ bile Ray and 1 generally are o]J- 
poscd to huinor, we must admit it can 
do a fine selling job — as Piel Bros. '5G 
sales records prove. 

Real humor, if used in a real selling 
situation, can be disarnringly effective. 
And it can be done without '"kidding 
the sponsor" — something many people 
are surprised to find we strongly o])- 
pose. 

Rather than poke fun at an adver- 
tisers product, we tr) to create humor 
by instilling warmth in the attitude of 
our characters toward themselves — but 
not toward the items they are selling. 

It has always seemed to nie that the 
best salesmen in real life are men with 
a good sense of liumor. men who are 
willing to share a joke with their pros- 
pect while selling him. In playing the 
role of Harrv and Bert Piel. Ray and 
i try to act like two real non-profes- 
sional salesmen might if placed on 
television. 

The di-awback we have found most 
often when trying to get a sponsor to 
use humor in advertising, is that too 
many of these people want to corii- 
jiromise their ideas. They start with 
humor, then suddenlv plunge into dia- 
logue that real salesmen would not 




"too many 
people want 
to compromise 
their ideas" 



use. Sometimes they stop altogether 
and say '"Seriously, though folks.". . . 
or they make their charactei-s say un- 
believable phr-ases '"to get the message 
across.'' We think v ou can get the 
message across stronger without com- 
promising an idea. And Goulding- 
Flliott-Graham is in business to ])rove 
to clients diat the results are worth it. 
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( I! \\ I Tlulllk \Oll. liiil). I'lKtlV (A 

;icll\ I VMi?; ^Mttij: lo ! 



Donald H. McCollum, r./'., ><liurrtn 

A Itiisic |)itii( i|)lt! ;i|)|)arctit ftorii oitr 
tt'.-l^ of u\cr 6. ()()() eonmtcrcials itt titc 
I iiitcd States. Canada and l!ii>.dan(l t- 
tluit litttitor' t>: ord\ li(d|)fril \nIumi it 
\\o\('n in uitli tlie jjroduct .-lory. I lie 
tlic<ir\ that large nnntl)ers of \i('\M'r>. 
w'lW l)tt\ tlic l>rand ^irn|)l\ out of <:rati- 
titdc for heitifr entortaitiod dnrinj: cont- 
titt'rcial tintc is a wi.-lifitl fallac'\. 

\sidt' front tliat fiindatneittal. these 




"buying out 
of gratitude 
is a fallacy" 



are some of tlie main jjositives and 
ne;rati\es in regard to humor: 

I'ro: l^xaggeration. e\en titough not 
f-ohciting conscious belief from the 
\ie\Ner, can sometimes |)ut acros? a 
|)oint more dramatically than atu oth- 
er means — and humor i.- one s|)ecies 
of exaggeration. 

I'ro: Humor can catch attention 1)\ 
stating an old idea in a new \va\. For 
exam|)le. when Arthur Godfrey s|)oke 
of "one l)uck. plus twenty cents for 
the government."' it gained far higher 
remembrance than serious efIort> to 
get across price. 

Pro: Humor can estaiilish a |)i(ture 
of the advertiser as modern, wise and 
not stufl\ — // it's done right. 

Con: It tends to be highly selective 
as to level, steering between the Sc\lla 
of being over some \ iewers" heads and 
tlie Char\ bdis of being too cornv for 
others. 

Con: It is subject to a high rate of 
failure, humor not being the easiest of 
the skills, and is a|)t to misfire worse 
than a serious a|)|)roach. 

Con: It can lea\ e the o\erall im|)re^- 
sion with the |)ublic that the adverti-er 
is a|)ologetic about his brand and 
doeMi t feel his stor\ is worth |)re*ent- 
ing on its merits. 

It hardl} needs adding that, for the 
advertiser S|)onsoring his own jiro- 
gram. it (le|)ends on the mood of the 
|)rogram whether use of humor l)e- 
longs in the "pro " or "eon" colunm. 



Rollo Hunter, ihmlur III /ftriiMiin unit 
riiilii), I ruin. It ii\r\ S. to., \ fii ) orK 

I'ro: (letting a Liiigli i^ often a good 
(tr>-l iDW.ird making a friend. 

(j)M: reliing a bmn joke t>. often the 
right In ptti \onr wrong foot 
fnrw ard. 

Willi tlio-e generalil ie- for -latlet-. 
lei > got In a -|)eei('rc n-ing liunior in 
commeracial nie^^age^ i- j gamble of 
beroie |)roj)ortiott>.. ^ et when it \>i\\- 
olf. it it-tiall\ - olT big. I liere"^ no 
sure to underwrite \oui ri^k. but 

al lea^t \on can run down -onie chec k 
|)oints. I'or in>.tanee. i- humor of <an 
sort a|)|)ro|)riate for \out |)ro(luel or 
-er\ice? Or i> there a chani-e (hat \ou 
mighl run afoul of traditional or sec- 
tional attitttdes. ofTeiid -ome while 
amusing others? Do \ on ha\e a >.te|)- 
b\-^te|) sah> |)itcb which might be 
damaged l)\ incongruit\. lose credence 
1)\ the comjiany of htinior? ( Ihi^ on 
the theory that logic and humor aren't 
alwa\- exacti) buddies.) 

Ha\iug decided that a humorous aj)- 
|)roacb in a |)articular cotnniercial 
makes -en>e. \ou might take an ana- 
Utical view of that huntor it-elf. If 



r 



\ ou re 



-hoot 



f: 



or a ( 



huckl 



e or a 



smile. Nou're jjrobably -afer than if 
\ou re after a hor-e laugh. The be-t 
jokes don t bear much retelling and 
most commercials ba\e to rejjeat. 

Other ccjusiderations: Humor seetn- 




"/.•>■ humor 
appropriate for 
your prodnci?" 



le^s likel\ to go awr\ in animation 
than li\e-artion. W ith living, breath- 
ing actor,-. \ ou face the hazard of -tag- 
ing a cajjsule comedy. But carloon 
treatment can draw laughter from 
])latn old exaggeration. e\oke liutnor 
in limitless wa\- without -o much dan- 
ger of odious \iewer conijiarisons 
comed\ commercials \ersu- comed\ 
.-hows. 

1 be fe\ is sometimes fumiier lo 
co|)\ writers than to |)eo|)le. Lots of 
clients see nothing laughable about 
their life work. HufToonerN and l>e- 
lie\ abilit\ don't rh\ me. 

Ne\ erthele--. let - honor the heroe- 
who are putting humor into connner- 
cials and makinc it -ell. ^ 



Outrates all 
syndicated 
shows ! 




San Francisco — highest rated 
syndicated proRram (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc. 

Twin Cities— highest rated syn- 
dicated program in Minneapolis- 
St. Paul (16.0, PuLse, 11/56) out- 
rating Warner Brothers, Father 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, Portland, 
Oregon, etc. 

Stage 7's a dramatic anthology 
which can do a fine-rating, fine- 
selling job in your market, as it 
is already doing in more than a 
hundred others. Better check 
Stage 7 for your market today. 
Write, wire or phone collect for 
availabilities. 




Television Programs of America, Inc. 
4Sfi Madison Ave., X. Y. 22 • PLaza 5-2100 
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up to 46% more 
viewers per $ 
in KCRA TV 
late movie 




a few 

participations 
available in 
THREE STAR THEATRE 



KCRA.TV 



STATION 
"B" 




more viewers 
at a 

lower cost 
per 1,000 

than the second 
competing 
late movie 



avg. arb 



13.2 



avg. arb share 59.4% 

first run movies 
from 20th century-fox, 
Warner bros., Columbia 

•ARB. Sacramento, February 1957 



Ask Retry about the Highest Rated 
NBC Station in the West. 



KCRA 



CLEAR 



SACRAMENTO, CALIFORNIA 

SerYln; 28 Northern Calllornia 
mil Nevsils Counties 





National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



[CHANNEL 



TV BUYS 

Emerson Drug Co., Baltimore, will introduce its new product, 
Fizzics. a soft drink, in a number of Eastern and Midwestern mar- 
kets. Fizzies were first tested on a modest scale two years ago, then 
expanded last summer to cover three major Eastern markets: the 
company states it captured 45^ of the non-bottled soft drink market 
in the test area where store audits were made. For the present 
campaign, minute participations on children's shows are being 
sought. Frequency ^vill vary from market to market. Film commer- 
cials for children will emphasize the "fun to make" feature; the 
Fizzie tablet instantly becomes a fruit-flavored drink when dropped 
into water. Riiying has just begun. Bu\er: Jean JafTee. Agenc\': 
Lennen & Jewell. Inc.. New York. 

The Bon Ami Co., New York, is considering a campaign in ap- 
proximately 40 markets to advertise its cleanser products. The 
earl) May campaign will run for about six weeks. Minutes, 20's and 
l.D.'s will be placed during daytime hours mostly. The average 
number of announcements per week in each market will van' from 
20 to 40. Film commercials will be slanted to spring cleaning. 
Buying has begun. Buyer: ^lary Dowling. Agency: RuthraufI & 
Ryan, New York. 

The Armstrong Rubber Co., West Haven, Conn., is preparing a 
50-market campaign for its tires. The campaign will begin in the 
middle of May and run for 13 weeks. Buying is not completed. 
Buyer: Clarion Jones. Agency: Lennen & Newell, New York. 

Henry Heide, Inc., New York, is conducting a campaign in a 
number of cities to sell its candies. Minute participations have 
been purchased on afternoon children's shows. Commercials are 
on film. Buying is completed. Buyer: Arthur Dermody. Agency: 
Kelly-Nason, Inc., New York. 



RADIO BUYS 

J. H. Filbert, Inc., Baltimore, is going into 40 Eastern markets 
to advertise its mayonnaise. Campaign will start in early ]\Iay and 
run for about eight weeks. To reach a women's audience, minute 
e.t.'s will be placed during daytime hours Monday through Frida\ ; 
around-the-clock on weekends. The number of announcements per 
week will vary from market to market. Buying has just begun. 
Buyers: 'J'om O'Dc) and Bill Abrams. Agency: SSCB, New York. 

Blue Coal Corp., Newark. N. J., is buying time to promote its 
coal in some 30 markets on the Eastern seaboard. The May sched- 
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MGM-TY PRESENTS THE CASE 

OF KNICKERBOCKER BEER 




Ma 



rch V9th. 




Mr. ^^'^^^'f commercial and 
Director of CO ^^^^ ^.^...^n 

industrial TV^ 

MGM - caUfo'^'^'^ 
Culver City. 



^„tstanding 3°^ 

^od by f''-^ . , ccries. ;->Qm an 

-on commercial ser ^ enthusiasm^^^ 



-edby series. .w.^siasm and 

a„d, of a to P'-'-'J^J^erca" «« 

.0 t' : and „,io.. 

,ain an'i oonS"' 
T.anKsa.a c. 

^ P V/ar>wicK. 
V/iUiam i'- ,g^ision 
Director of 



v/pv//gi<- 





A Service of 
Loew's Incorporated 

iT^GIl WX EUSWOSTH 
Director o( t^e ComfrefOJl J-d 
Indjitria! Dept. 

UGU Stud OS Ctilier Cilr. Uf. Uus 0-331t 

R CHARD A. mm. Ge-enI Sj'es Wnigtr 

701 S«ietith Irtnue He. York 36. N T JUdJOO 2-2000 



l>io Matter 




You 
"Nleasufe It 

WKRG-TV 

is out in front in 



PHI or Tclepulsc (Sept. 

r U LO L '56) shows WKRG- 
TV leading in 275 
quarter hours to 171 for Sta- 
tion "X". The night time lead 
is most one-sided, 117 to 48. 



Miri PTM The 1956 Nielsen 
lllLLOLIl Coverage Service 
shows WKRG-TV 
leading in every department 
. . . co\ering 33 counties to 
26 for Station "X", with 
45,000 extra homes in Chan- 
nel 5's Nielsen Coverage 
Service area. 



Ann A. R. B. (Nov. '56) 
.li.D. shows Channel 5 
pulling even further 
ahead, leading in morning, 
afternoon and night . . . and 
with 10 of top 15 shows in 
Mobile. 





Reps : 
Av«ry-Knodel 




Spot buys continued. 



ule is fi\e \\eeks. With a male audience in miud, minutes will be 
purchased during early morning and lale aflernoon hours wtih par- 
ticipations in, and adjacencies lo, news-weather shows wherever 
possible. E.l.'s will sell the idea of stocking up coal for winter. 
FT Buying has just started. Buyers: Tom O'Dey and Bill Abrams. 
Agenc) : SSCB, New York. 

Schick, Inc., Lancaster, Pa., is beginning a heavy saturation cam- 
paign in 25 top markets for its electric shavers. Frequency for the 
short-term schedule will vary from market to market. Minute spots 
will be slotted around-the-clock to reach a dual audience. E.t.'s will 
sell the slogan "Buy his — get hers free." Buying is completed. 
Buying supervisor: Bern Kanner. Agency: Benton & Bowles. New 
York. 

The Good Humor Corp., Brooklyn, N. Y., is going into many 
Eastern cities to advertise its ice creams. The campaign will begin 
this month and run through the summer; other schedules will start 
with warm weather. Frequency for saturation plan will vary from 
market to market. Minute e.t.'s will be placed during daytime hours 
on weekends, calculated for a mixed audience. Buying is completed. 
Buyer: Roger Bunistead. Agency: MacManus, John & Adams, New- 
York. 

Tetley Tea Co., Boston, is entering 75 markets east of the Missis- 
sippi, its area of distribution, to promote iced tea. Campaign begins 
1 May in the deep South for a summer run; the Middle States and 
the North start at later warm-weather dates. The number of an- 
nouncements will \ ary from market to market. Minute and 20-see- 
ond announcements are being sought during daytime segments 
with women s audience in mind. Commercial with jingle will be 
e.t.'s and live. Buying has just begun. Bu}er: Matt Kane. Agency: 
Ogilvy, Benson & Mather, New York. 

General Electric Co., Electronics Div., Syracuse, N. Y., is start- 
ing its Spring push for its tv picture tubes with a short-term satura- 
tion campaign. Starting and ending dates have been decided by 
the distributors in each area; the advertiser feels that they (the 
distributors) can best determine schedules. Campaign will be in 
56 markets. Total number of announcements in each area will range 
from 50 to 100. Minute announcements will be bought for segments 
between 6 a.m. and 7:30 p.m., to reach both men and women. E.t.'s 
with a live tag for dealer identification will stress this theme: 
"Don't miss out on the fun; replace weak tubes." Buying is half 
finished. Bu)er: George Huelser. Agency: Maxon, Inc., New York. 

Ford Motor Co., Dearborn. Mich., is planning a campaign in 60 
markets for For Institutional products. Mid-May campaign would 
be for four weeks. The number of announcements per week would 
vary from market to market. Minute e.t.'s would be placed during 
early morning and early evening hours for primarily a male audi- 
ence. Bii\ing has not started. Buyer: Lou Kennedy. Agency: Ken- 
\im & Eckhardt. New York. 
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This is Worcester , . . 

One of the BonUS Cities Served by 
WJAR TV Providence 




to the Nielsen Market Coverage Report* 



* Check your Nielsen for other bonus 
areas covered by WJAR-TV 
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class G 
availabilities 
weekdays on WMAR-TV 
Baltimore's TV Leader 

JIMMY DEAN SHOW 




CBS WORLD NEWS 

with Richard Hottelet 



7 



8 



.45 

a m 
and 

.45 

a m 




CAPTAIN KANGAROO 




S 



.00 



a m 



Between 7 a.m. and 9 a.m. weekdays, 
WMAR-TV averages: 6.3, station B: 
2.9, station C: 0.1, occording to the 
March ARB. 




SUNPAPERS TELEVISION, BALTIMORE, MD. 

TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York. Detroit, Konsos City, Son Froncisco, 
Chicogo, Atlonto, Dollos, Los Angeles 



News and Idea 
WRAP-UP 



ADVERTISERS 

American Safety Razor's new tv 
cainpaij^n shapes up like this: 

• One-quarter sponsorship of Game 
of the Week (CBS-TV). 

• Half-hour syndicated film series of 
the action variety in 12 major markets. 

ASR is advertising major shaving 
products — Gem Razors and Blades plus 
Pal Double Edged and Injector Blades. 
Also for the first time the company 
will plug its line of Supreme Electric 
Home Hair Cutting Kits. 

McCann-Erickson is the agency. 

Park & Tilford's Toiletries and 
Dyestuffs division \n[\ expand its 
cosmetics line in August. Plans 
include : 

(1) A medium-priced line of fra- 
grances ($1 to $5 range) 

(2) Hair spray and shampoo 

(3) Deodorant 

Overall brand name will be Lady 
Tilford toiletries. 

Park & Tilford has just moved in- 
to nighttime network tv, advertising 
its Tintex via Masquerade Party. The 
NBC TV show which is in color is 
part of Tintex's stepped up advertising 
in color. Jack H. Mohr, general man- 
ager of the Toiletries and Dyestuffs 
division, says, 'We believe that ad- 
vertising in color gives companies 
like ours a big extra dividend and we 
should have the proof shortly." 

Emil Mogul is the P&T agency. 

Jet-Spray Bon Ami will l>e intro- 
duced in Canada on 21 April via radio 
and newspapers. Cities in which spot 
radio will first be used are: Toronto, 
Hamilton, Ottawa and Montreal. Agen- 
cy for the Canadian operation is 
Cockfield Brown & Co. . . . Com 
Products will launch NuSoft (fabric 
softener rinse) on a nationwide scale 
on 1 May. Air media used (at least 
initially) will be Corn Products' four 
daytimers on NBC TV. 

IManiscliewitz has picked these three 
top winners in its second annual d.j. 
contest for the best renditions of 



"Man, oh Manischewitz": Roger Stu- 
art, WHUM, Reading, for "most orig- 
inal" treatment; Rev. Emmet A. Lamp- 
kin, WPAL, Charleston, for "best- 
selling" delivery; and Norm Tulin, 
VVORL, Boston, for "most personable" 
p>resentation. Manischewitz's agency is 
Emil Mogul. . . . Good merchandis- 
ing — Bulova Watch and Paramount 
Pictures tie-in on "Beau James." Bul- 
ova radio-tv ads will feature Bob Hope 
(star of the motion picture) and cam- 
paign will be timed to coincide with 
the film's playdates around the country. 
One-minute announcements will be 
used. McCann-Erickson is Bulova's 
agency. 

SwansDown (Jell-0 division of Gen- 
eral Foods) will have its new chocolate 
chip cake mix ready for nation-wide 
distribution by the end of this month. 
Tv and Sunday supplements will be the 
ad medias used. . . . The American 
Sheep Producers Council's radio 
campaign has resulted in record lamb 
sales for the first three months of 
1957. Campaign is being conducted 
on independent radio stations in the 
Southwest and uses 30-second an- 
nouncements in daytime hours. The 
Council also reports an all-time pro- 
duction high w'ith prices remaining 
firm (before the radio promotion a 
sagging market had been predicted.) 
Hunter & Willhite is the agency. 
Simon & Schuster is cashing in on 
Alfred Hitchcock's current ascen- 
dency in tv for Bristol-Myers wth 
a short story anthology. 

Title of the volume: Alfred Hitch- 
cock Presents — Stories They Wouldn't 
Let Me Do on Tv. 

People in the news: Alexander N. 
IVIcFarlane, v.p. and general sales 
manager of Com Products Refining 
Co., has been elected president of Com 
Products Sales Co. — the marketing 
agency for the parent company. Com 
Products currently is represented on 
network tv through participations on 
NBC TV's h Could Be You and Queen 
for a Day plus full sponsorship for 
ABC TV's Press Conference. Com 
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Products is also very acti\e hi spot. 
. . . Jo.Hopli K. KnliHT this week 
joined the advertising blai\ of (»eneral 
Mills jis manager of inarkftiiig scrv- 
iees and will supervise the market 
analysis <lepartnuMit, Hetty Crocker 
Knterprises as well as pha-^es of the 
Home Service Department s activities. 
Katncr formerly was v. p. and mendier 
of the hoard of directors at Camphell- j 
iMithuii. . . . iVIjifiiuiH lleii<I(>n has : 
hcen appointed director of advertising 
for Bayuk Cigars. 11c will he respon- 
sihle for planning and coordinating 
all consumer advertising for Phillies, 
Wehslers, Johu Uuskins, Flor l)c Melha 
and the other national hrands using 
tv, radio and newspapers. 

I 

AGENCIES 

iScw agoncy appoiiilnients : Y&H 

adds Lorillard's Newport (menthol 
cigarettes). . . . Agey Aclvfrtisiiig 
for St. Augustine Park (development). 
Ad campaign will use heavy northern 
advertising in radio, television and 
newspapers. . . . Harry B. Cohen 
Advertising for Dorniin (sleeping 
capsules) and Paradorm (capsules for 
relaxing nervous tension). Paradorm 
uses spot radio and plans to go into Iv. 
Dorinin is currently using spot Iv. 

Personnel notes: Paul Keller has 

joined Reach, McClinlon & Co. as as- 
sociate research director. . . . Timothy 
J. O.Leary also moves over to Reach, 
McClinlon as member of the media de- 
partment (radio-lv). . . . George De- 
Pue has joined Grey as an account 
executive. . . . Reggie Seliuehel, for- 
mer v.p. at Norman Craig & Kummel, 
has joined Guild. Basconi & Honfigli as 
director of network relations. She'll 
work out of GRB's New York office. 
. . . Irving Lcvine has joined the 
Gelschal Co. as production manager. 
. . . Elsworth Tinihernian has heen 
appointed an account executive at 
K&E. . . . Ted Weeks has been ap- 
pointed director of merchandising and 
chairman of the merchandising advi- 
sor)- board at Gardner. At the same 
lime Gardner appointed three new ac- 
count executives: Robert A. Failey. 
Wayne Stewart and James L. 
Grubh. New media group super\ isor 
at Gardner is Frank C. Clayton, for- 
merly of Leo Burnett. . . . Charles 
Farran this week was elected presi- 
dent of Griswold-Eshleman succeeding 
Kenneth W. Akers who becomes 
chairman. . . . John Mills has left the 



&0T TH IS WHALE, SEE 



Top Kick: 
Side Kick: 
Top Kick: 
Side Kick: 

Top Kick: 
Side Kick: 
Top Kick: 
Side Kick: 
Top Kick: 
Side Kick: 
Top Kick: 

Side Kick: 
Top Kick: 
Side Kick: 
Top Kick: 



\ 

Col this sialion, see. 
WIIALK of u stdtion! 
Col this market, see. 
WHALE of a market! 

Col this rating story, see. 
WHALE of a rntinij story! 

Got this coverage story, see. 
WHALE of a coccrayc story! 
A real buy, see. 
WHALE of a bxiy! 
All right, so we re-package and use 
this whale as our trade-mark, see. 
WHALE of a trade-mark! 
Clever, huh?! 
WHALE of a — 
AWW, SHADDUP! 





WNCT 



Greenville, N. C. Chinnel 9 CBS 

A HARTWELL CAMPBELL, Gen. Mgr. 
Represented nationally by Hollingbery 




Gulf Coast 



Can and Do Buy More . . 



Sell Them on 



Those rich Texas wallets open 
easily, to buy products adver- 
tised on the station that delivers 
sales results, KTHT. 



MBS for Houiton ond South 
Teiot. Repritcnied NotionoHy 
by Poul Roymcr Co. 
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n III 1. i\m\\ 



IDEA AT WORK 




BOLLING CAPTURES NARTB 
WITH ARROW THROUGH HEAD 

The IJolling Co. scored a proinolioiial bulls-eye with an 
arrow at the NARTB Convention in Chicago. A slightly 
halfl, grinil) smiling, whimsical little character — an arrow 
through his head, an apple balanced on top — wished a 
'Tlappy Williani Tell Day to all." He peered out at dele- 
gates from matcbbook covers, naj)kins, coasters, ashtrays, 
buttons and sundry other items. Capping this campaign 
(built around the moral: "A low blow gets no dough. Aim 
higher with us.") over 4,000 novelty arrows, designed to 
be worn through the head were presented to Boiling 
"targets."' A remark made by a CBS executive to a Boiling 
man sums up the success of this promotion : "Don t look so 
smug. Remember last year we had video tape.' ^ 




NVilliam Tell promotion took conveniion by storm. (L. to r.) Ed 
Filzgerald, broadcast media director, J. "^^'alter Tbonipson, Cbicago 
and John D. Stebbens, v.p. in charge of Chicago ofTice, Boiling Co. 



IHI- 



Milloy Advertising, Washington, D. C, 
to open his own agency in Tulsa. The 
company will concentrate on film, tv 
and radio. . . . Larry C. Varvaro 
has been upped to account executive 
at K&E. 

They became v.p.'s: Olive M. 
Plunkett at BBDO . . . Clarence E. 
Hale also at BBDO. 

Anderson & Cairns' public relations 
and publicity department this week 
moved to new larger quarters at 145 

East 57th St., New York VanSant- 

Dnjrdaie has realigned the structure 
and function of its board of directors. 
While the board previously consisted 
of the president, comptroller and cor- 
poration attorney, and functioned for 
legal requirements only, the new set-up 
will include creative and account men. 
The board also will now operate in all 
areas of company policy. 

Idea at work from Wexton — a 
seven-page profile questionnaire 
sent to station clients. 

Profile covers local programing, 
market and coverage data, merchandis- 
ing sers'ices, local promotion stunts, 
national promotion and advertising, 
and trade advertising schedule. 

Wexton says the profiles are great 
help in planning advertising and pro- 
motion for the stations. 

NETWORKS 

Here's what a good combination 
of "hot'' guest stars can do for 
the rating: 

• Bob Hope Shoiv hit the number 
one spot on Trendex (week of 1-7 
April) with the Natalie Wood-Frank 
Sinatra pairing. 

• Person to Person in the number 
three position for the same rating 
period co-featured Charles Van Doren's 
parents and Elizabeth Taylor and hus- 
band, Mike Todd. 

CBS TV has made it official — the 
Arthur Godfrey Show (Wednes- 
day 8-9 p.m.) will bow out after 
the 26 June broadcast. 

Means that Pillsbury, Kellogg, Bris- 
tol-Myers and America Home Product 
will have to find substitute program 
berths for the fall. 

Godfrey's daytime strip and Mon- 
day night Talent Scouts are both due 
to remain as is. 

NBC TV is getting the Steve Allen 
Shotv sponsor roster solidly filled 
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ii|>. IMiiirma-Crafl now lias sij^iu-d fcir 
one half on allcriuilc weeks starling 
1 1. Jul). 

L;i!-l week. S. Jolne^on conlraeled 
for a fnll lioiir on alternate weeks 
slartinj; 7 July. 

I p to Jiih llie Allen show will still 
he sold piece-nieal with \arioiis third-; 
goin^ to Polaroid and Drarkett (]o. 
I'liarina-Craft is al-o j:(»in^ in for two 
of the>e one-third shorl-tenn deals 
prior to taking nj) the halfdiour in 
July. 

TImmt'II l>r lU) r<'';iilarly seluMliiled 
.sprci;ils :iii(I sprehiculars coiiir 
next s«M.«.oii. 

^]^C TV and CI!S TV conlraels with 
wcekh sponsors now call for two pre- 
emptions per Near to aeeoininodale the 
hi<j shows. 



iV('l%\ork radio l)uys: Chesehrough- 
Pond's for Calcreani has hoiight CHS 
Radio's Siwrls Time on Monday. Wed- 
nesday and Friday 7-7:0.5 p.m. . . also 
at CBS the Robert Q. Lewis Sliotv has 
added four new sponsors: Dixie Cup, 
Vernell Candy, Campana and Cowles 
Magazines. Toni has renewed its por- 



With 



191, 
000 



Watts of Firm Power 

KMSO-TV 

Missoula, Mont. 

is the West's greatest 
BUY 

MAGNIFY YOUR SALES 

IN THIS STABLE Populafion 145.700 
Families 47,900 
E.B.I. S212.747.000 

MARKET 



University City 




Rich Lumbering and 
Agricultural Area 



tiou of the Lewis .-iKtw fop another 
10 weeks. . . . I'iiine, \\ I'hher, Jackson 
(julis ( in\ estnieut firm) is niakiuL' 
its first use of network ra<lio \ ia I lie 
liii.sinesK tuul I'inniieinl \ei<s on \I!C 
M-I'^ .5 :.').")-() p.m. 

AWARDS 

Winners of the (ieorge I'oslrr \*ri\- 
l>(>dy Awards aiiiionnred at the 
Radio and 'rele>islon M\eeiili> es 
Soeiely Innrlieon last 'rne.sda> 
\\ ere : 

John Charles l)al\ and \\\C TV for 
■■ IVIcN ision News'' (•()\('rage. 

CI!S T\'"s AV/ Siilliian Shoit for 
■■ I'eh'N ision Kntertaiinneiit"' 

CliS T\ "s Yon Ire Tliere for "Tel.- 
\ ision Kdueation" 

rsliC T\ 's ] oiilli II ants to Knoi< 
for "Televisi(»n ^ outh and oi ( hil- 
dren's Programs" 

CMS T\"s "WorKI in Crisis" f.,r 
"Telc\ ision Puhlie Ser\ i( e" 

IMCEF's The Seeret Life of Danny 
Kaye ( CBS T\ ) for " TeleN ision Pro- 
motion t>f International I ndersland- 
ing" 

Bod Serling (for "Re(|uiem for a 
Heavyweight"' seen on I'lay/ioiise 90. 
CBS T\ ) for ''Television Writing. " 
iSVlHork radio awards: 

ABC's Ed ward I'. Morgan and the 
neics for "Radio New s ' 

Mutual and M?C's Boh and Ixay 
for '"Radio Entertainment " 
Local awards: 

WXVC, New York. Boohs in Profde 
for "Railio Eduealion"' 

WXIC. New York. Little Orchestra 
Society Children's Concerts for "Radio 
\ outh and or Children s Programs" 

WOW, Omaha, Regimented Rain- 
drops for "Radio-Television Local- 
Regional Public Service" 
Special radio-television awards: 

F nited Nations Radio and Tele- 
vision for ''Promotion of International 
Understanding" 

Jack Gould. New \ ork Times col- 
umnist, for "Outstanding contribuli(ui 
to radio and television " 

TV STATIONS 

Tv appliratious : Between o and l.H 
April two applications for new stations 
were filed. 

Applications were made hv Carl 
Bloomquist. Eveleth. Minn., for Chan- 
nel 10. Hibbing. Minn.. 10.6 kw visual, 
with lower 633 feet above a\erage ter- 
rain, plant S133.983: and bv KPBX 



The Champ 
Is Still Champ I 



4 of 5 top nigKt-time showsl 
You 10/ f^ol \ no* •nougK'* Thrn 
ho- oboul 70 Our ot i (op 
mghl dm* t^io-i** fiQf. > P fc 



Chomp in the day-time^ loo! 
16 ot rop ?5 Mcck do^ t'r pt 
including} i>t» n t I 
whoto lop fol no to twit 7 
DOinli obo'Q IK* No 2 iho- 



8 of to top morning shows! 
ond 8 oul ot ih« lop 15 otier- 
noon ihoo'i, for o cicon t*r«p 
viclory, morning and ot(«rnoon 



6 winner) in 6 contests! 

WAFB TV It loot m m<»rchond t- 
ing, loo Four t>riii, on« tecond 
ond one lop tour >n (h«tc 
ihowt. 1956 57 Ffoni. Irohy 
Show ■ . . . ■ Ihe W ionoir« 
. .. "Screen Ge^t Progromt 
. . . ■ lucy Sho- . . . 195> 
Billboord Promo(.on . . , 1955- 
56 ' Fronk leohy Show" 



WAFB - TV 

CBS ABC 

First in TV in Baton Rouge 

R«pi: llatr T«l«vi*ion A**ociot«( 




MORE 

radio homes at the 

LOWEST 

cost per home are 

DELIVERED 

by WSUN 

than any other station in the 

HEART of 
FLORIDA 

(check your Ncttsen No. I) 

WSUN RADIO 



ST. PETERSBURG 



TAMPA 



Represented By VENARD. RI.NTOUL. A 
^ McCO.NNELL 

Southeastern: JAMES P. AYERS 
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Broadcasting Co. for Channel 21, 
Bt'auniont, Tex., 316 k\v visual, with 
tower 579 feet ahove average terrain, 
])lant $347,100, yearly operating cost 
$500,000. 

Tmo UIIF slutioiis MCiit off the air 

last ^^v^ k WCBS-TV, Miami, and 

W CMB-TV, Ilarrisburg, Pa. 

Tliis leaves the nationwide UHF 
total standing at 92. 

WLW-T, Cincinnati, will start origi- 
nating local colorcasts in June. . . . Ap- 
plication has been filed with the FCC 
for transfer of all stock in WTVD, 
Durham-Raleigh, to the Durham Tele- 
vision Co. Durham Television is a new 
firm headed by Lowell Thomas and 
Frank M. Smith. Smith is president 
of the Hudson Valley Broadcasting Co. 
( W'CDA, Alhany-Schenectady-Troy) . 

WBZ-TV, Boston, is now using its 
new tower — 1349 feet above sea-level. 
The station has as a public service ges- 
ture made the tower available to all 
VHF stations in the Boston area. 

People on the move: George D. 
Coleman has joined Triangle Stations 
as director of regional sales. . . . 
Hohert A. Yochim is a new IriCi her 
of the WBUF (Buffalo) sales staff. . . . 
James W. Evans has been appointed 
promotion director at WSOC-TV, 
Charlotte. . . . John K. McCarthy, 
Jr. has joined KBTV, Denver, on the 
local sales staff. . . . Joe Story has 
been added to the sales staff of KCMO 
AM & TV, Kansas City, Mo Wil- 
liam K. Nntt has been named mer- 
chandising manager at KGW-TV, Port- 
land, Ore. 

RADIO STATIONS 

Bill Stern is passing ont accolades 
to the agency crews responsible 
for the recent outpnt of fine radio 
comedy commercials. 

He's doing it through interviews 
with these crews on his daily Contact 
show on WINS, New York. (See 
SPONSOR HEARS, page 76, for com- 
ment on such offbeat blurbs.) 

WOiVN, Lakeland, Fla., has been 
bought by Noyes Enterprises. Pur- 
chase price is reported to be $169,000. 
. . . Kevilalizing rndio — WWJ. De- 
troit, finds its Expressuay Reports 
show, which gives rush hour traffic 
news direct from police headquarters. 



II 



ROANOKE- 

Bigg'er than 

RICHMOND? 

V 





"YES.BIGGER... 

BIGGER than 
Richmond by 
12,800'-' 
Television 
Famihes! " 





•Television Mogozme^ 
MofCh, 1957 



Note— Use the count YOU favor, 
but it's generally agreed that the 
ROANOKE TELEVISION market Is 
sizeably ahead of the RICHMOND 
TELEVISION market. 

Check YOUR set count . . . 
then BUY Roanoke! 

Call, your nearest Peters, 
Griffin, Woodward "Co/one/", 
— or WDBJ • Television! 




ROANOKE, VA. 

Owned and operated by 
the Times-World Corp. 
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lins ^tiimilatcd ;ul\ crtiscr uitcicst in 
Ixitli inoriiiiig iiiul ;i ficriinoii periods. 

Si\ .slalioiiM (liir roiiiil so t':ii') 
;ir(> iiiiii'kiiig llirii* .'tritli ^llni^^r- 
.siirirs this Spi iiiji, Tlicv are: N\'M T, 
Charlotte, .N. C; KVAV, I'ortlaiul, 
Ore.; KKI, l.os Anpelts; WIT. I'liila- 
(lelphia; \\'('AIJ, IMiihulelplila ; and 
WMAO, Cliiciijio. . . . Mor«' si<;iis 
ol" iiicrcax'd l\M a(■|i^^ly — NN'LIll, 
i\e\v ^'ork. has jii'^t apjilied for its 
] \\ license. 

:i|>|>oiiiliiieiils : Joseph l''lyiiii 

has joined KOSI, Aurora-Dein er, as an 
aceonnt e.\ecuti\e. . . . Kohert (Gal- 
lagher lias been named assistant sales 
promotion inanajrer for WCBS, New 
^ ork. . . . I)a\ e Liiiuly has been ap- 
pointed sales manager at KGO, San 
Francisro. . . . Joe (^lilTonl moves 
in as a lornl sale>man at KG\\^ Port- 
laud, Ore. . . . (Jleiiii Ni'ekell has 
switrhed over to KW'FIO. Cotinilla. 
Ore. as manager. . . . Koherl S, Tyrol 
has heen named assistant general sales 
manager for W'TIC, Hartford, Conn., 
and Kriiest If, Peterson has moved 
into the local sales manager sjiot at 
the same station. . . . Collin N\', Lo^v- 
(ler is the new program director for 
KFMR, San Diego. . . . James A. 
Hal lard is now sales manager at 
WKIX. Raleigh. . . . Martha L. Jen- 
kins has joined the sales staff at 
KCKiX. Kansas City. ... J. Donald 
MaeCovern has heen adiled to the 
sales staff of WTIC. Hartford. . . . 
All red Lurie is the new general man- 
ager of KTSA. San Antonio. . . . 
Keith N\' nsser is the newest member 
of the WllH (K ansas Citv, Mo.) sales 
staff. . . . Henry W'alden has been 
appointed program director of WPTK. 
Albany-Troy-Schenectadv. 

COMMERCIALS 

Here are sonic highlights from 
George Ottino's (Transfilm) 
speech before the National Visual 
Presentation .Association last ^veek: 

• Animation now represents about 

of all tv spots and will continue 
to rise. 

• Price ranee runs from about 
S3,000 per minute for a fihnograph 
(slide motion or very limited anima- 
tion) to as much as S15,0(X) per min- 
ute for full animation. 

Gordon 31. Day Productions. New 

^ ork. is offering a "talent rate card" 




In case there's a small doubt in your mind 
as to who's on first in mid-Ohio, it's 
WUN'S Kadio, We have listeners who are 
positive about their favorUe station, and 
they have $2.7.19,749.000 to spend. I hey 
and I'ulse place us first in any Monday- 
thru-F'riday quarter-hour, day or night. 
Ask John Ulair. 

WBNS RADIO 

COLUMBUS, OHIO 



Spring has sprung 
in Providence, R. I. 




• afternoon audience 
grows 324% 

• morning audience 
grows 297% 

WICE is how either first or second in 
audience in 16 daytime quarter hours. 

... in just 6 months of Elliot 
programming 

Source: C. E. Hooper, Jan. -March 1957 



The ELLIOT STATIONS 

great independents • good neighbors 



AKron. Ohio - WCUE 
National Reproscntatives The John E. Pearson Co. 




TIM ELUOT, PrasldMt 



WICE - Providence, R. I. 
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li-tiiig prescrihed iadio-t\ spot niiiii- 
imini union scales in eeis) -to-read tabu- 
lar form. ... A t>s o-uiiuute film 
roiiiiiicrrial for l'f«'ifTer"s Boor has 

brought so much audience response 
that the brewerj's agency. .Maxon, is 
no\\ taking out newspaper ads to an- 
nounce iir advance when the cormner- 
cial will be aired. 

C r a II t r a y-La w r on re Aiiiiiiatioii 

(Ilolhwood afliliate of J\obert Law- 
rence Productions) has moved to 716 
North Lal^rea arrd doubled its studio 

space Iciliii E. HoliiH's has been 

appointed sales manager of Roger 
Wade Productions. 

ASSOCIATIONS 

KAR national account excciitiv*'!* 
start 1 1-city sales blitz next month. 

Target will be large local and re- 
gional advertisers — with the objective 
of selling radio and increasing billings 
at the local level. 

R/\B has prepared a total of 26 
presentations using colored slides and 
magnetic tape. 

Coal of 500 individual calls has been 



fOPlVE 

LANDS A 
POWERHOUSE PUNCH 
^ IN^THE ^ 



DETROJT^MARI^T! 





set for the tour, with concentration in 
the following fields: automotive, bank- 
ing, brewing, department stores, drug 
and grocery chains, food manufactur- 
ing, furniture and appliances, men s 
wear, oil refining, regional airlines, 
savings and loan associations, utilities 
and women's wear. 

Cities to be blitzed are: Houston, 
San Antonio, Memphis, Xashville, 
Knoxville, Indianapolis, Pittsburgh, 
Milwaukee, Cincinnati, Atlanta and 
Miami. 

John E. Fetzer of WKZO-TV. 
Kalamazoo, lias been elected chair- 
man of the television board of di- 
rectors of the NAKTB. He succeeds 
Campbell Arnoux. WTAR-TV. Nor- 
folk. Va. 

New vice chairman of the tv board 
is W. D. "Dub" Rogers, K DUB-TV, 
Ivubbock, Tex. Rogers succeeds Ken- 
neth L. Carter, WAAM-TV, Baltimore. 

New members of the board of direc- 
tors are J. J. Bernard, WGR-TV. Buf- 
falo: Henry B. Clay, KTHV. Little 
Rock: C. Wrede Petersmeyer, KOTV, 
Tulsa: and X^'illard E. Walbridge, 
KTRK-TV. Houston. 



POPEYE has otwoys been a family favorite 
(remember?) and . . . now, he's more popular 
thon ever. We've teamed him up with CKLW-TV's 
own Capt. Jolly for on unbeatable selling com- 
bination. Now is the time to put MUSCIE in your 
soles punch with Popeye and Copt. Jolly. Spot 
participation ovailabilities still open . . . HURRY! 




The eomuiittee appointed at the 
NAKTB convention to negotiate a 
new music licensing agreement 
with ASCAP for consideration by 
individual stations is as follo\\s: 
J3\vight W. Martin, WAFB-TV, Ba- 
ton Rouge and WDAM-TV. Hatties- 
burg. Miss.; Roger W. Clipp, Triangle, 
Philadelphia; Edward C. Thoms, 
WKJG-TV, Ft. Wayne; John E. Mc- 
Cov, Storer, Miami; Nathan Lord, 
WAVE-TV, Louisville; John T. Mur- 
phy. Crosley, Cincinnati: Irving R. 
Rosenhaus, WATV, Newark: Frank 
Fitzsimmons, No. Dakota Broadcast- 
ing, Bismarck; Hamilton Shea. WSAV- 
T\, Harrisonburg, Va. ; Charles Britt. 
WLOS-TV, Asheville, N. C; Clair Mc- 
Collough, Steinman Stations, Lancas- 
ter, Pa.; Omar Elder, ABC; Sam Cook 
Digges, WCBS-TV, New York; Llo)d 
E. Yoder, WRCV-T\^ Philadelphia; 
Elisha Goldfarb, RKO Teleradio. 

The National Association of Tele- 
vision and Radio Earni Directors 
v.i\\ hold its spring convention in 
Washington, D. C. on 16-19 June- 
Program includes meetings with 
most of the national farm legislators 
and policy makers. 

William G. Po^\er, a«lvertising 
manager for Chevrolet, will be the 
featured speaker at the annual brunch 
sponsored by the Council of \^'omen's 
Advertising Clubs during the AFA con- 
vention 8-13 June. The "Advertising 
Woman of the Year ' award w ill also 
be made at the brunch. . . . the BMI 
radio program clinic to be held in 
Baltimore on 1 May will feature: 
Charles Ellis. KCHA, Charles Citv, la.; 
Jack R. Williams, KOY. Phoenix; 
Hazel Stebbins, KFOR, Lincoln, Nebr. ; 
and Roger Beane, WF]\ID. Frederick, 
Md. Panel on successful program 
ideas will include: Bill Rock. WBAL, 
Baltimore; Charles J. Truitt. \^'BOC, 
Salisbury, Md.: Norman Reed. W\^'- 
DC. Washington. D. C: and Eldred 
Steinman. WCUM. Cumberland. Md. 

Ho>v to launch a new product — is 

the subject of a four-part symposium 
sponsored by the Association of Ad- 
vertisine Men and Women. First ses- 
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YOUNG lElEVISION CORPORATION 
Nalicnal ••^MnloKv* 



CKLW-TV J 

GUARDIAN BLDG.. DETROIT 26. MICH. ★ j. f. c.mp«iu. Pr«id.n. 




SPARTANBURCS.C. 

CaihGrant Webb & Co. 
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rliKlinj; lUO cpi^Ddt's so far pr otliicctl 
for 111.- iniil Hill IlirLuL ^i-ri.-.. 'lit.- 
iidiciilnr will i)HMlint' ii new tvclr 
of tilt" show for lire Kello^'^ (!o. \ i.r 
Leo HiiriTctt. hi iiiiotlu'r area of its 
opfralioTTs, Scrcfii (Iciris is arli\fl\ 
I)usliiTij; its ""I loll\ wood \ aliic I'arndc" 
fpatiirt" jjackajn' of "1?" pictiirc-^ under 
n now sales di\ isioii. 
M('A-'r\'s lioiir-lonj; Wrstcrn-^, star- 
iTTTfi C.ene \ntr\ ami l!o\ Uojiers. are 
rarkinp up lieft\ wifkly ciiiniilati\ e 
aiidionce fipinres as strip programs. 
Tliouplr in their third \ear of distrihri- 
tion. reeent \HB rntinjis show the fol- 
low iii<;: W.^.'.V 'i of the t\ lionies in (Cor- 
pus Christi. SI.2'f in \ll)ni|uc'r(|ne. 
'16.60' in nakersfield. Cal.: ;i').<>0 in 
Little llock. . . . (Jalhifrhei- l'iliii«i an- 
nounces the a\ ailal)ilit\ of a new coun- 
try music series. Cousin /■ tizzy and his 
Cousins. 

AW'a sale of Warner llros. feature* 
and its entire Popcyp cartoon packajre 
to the new W'SOC-TV, Charlotte, was 
one of the higge>t l\ deals in Xorlli 
Carolina hislor\. . . . i\TA Film Net- 
work has appointed Ja\ L. ."schiller 
director of research. He was fornierh 
research director for Alherton & Cur- 
rier. . . . IVrrytooii!*. a division of 
CBS Tv Film Sales, is coinpletin<i a 
S.300.000 modernization job on its 
Xew Kochelle. \. Y.. plant. ... A t\ 
scries based on case histories of in- 
surance investigations will he the first 
I)roperl\ made by Dallas Film Indus- 
tries, it has been announced by Joe 
Graham, president. 




Call Branham 
or Dick Watts at 

KROD-TV 

Channel 4 
EL PASO, TEXAS 



CBS 

^FFILIATEO w th KROD-600 ^.c (SOOOw 
Owned 0 Opfaied by El Paso Times. Inc 



Rep. NjfioiuMy by tht IRANHAM COMPANY 




TIMEBUYERS! 




sioii was held this week at the Hiltrnore 
in New ^'ork, iSCxt session will be on 
23 April and will feature Hoberl V. 
Clarke, advertising inanager for Heni- 
ington Band's electric slia\er di\ ision. 
. , , The Soriety <»f .Motion I'ietiiTM' 
nnd 'I\'h'\ ision I'^nginerrs will hold 
its 8Isl coii\ (Milion 29 April-.3 May in 
Washington, D. C. One of tlu; high- 
lights will be the jiros and cons of the 
\'ideotape recorder. 

FILM 

Th^^ 'Nlonhh' exposnre" pattern 
for fihn advertising fh\ which a 
client sponsors the same show on two 
stations in the same market) is j)a\ ing 
di\i(leuds to WIMX. \ew York. 

The Iv indie is now running its sixth 
double exposure package. Latest entry 
is NBC Film's SiJcnt Service, also run- 
ning on W'KCA- TV. V. La Rosa and 
Sons (which also has MCA-Tv's Water, 
front on W'ABI). \ew York) is spon- 
soring Silent Service on both outlets 
via SSCB. La Bosa is sharing the show- 
on WIMX with Schaefer Brewing, a 
BBDO account. 

Other double exposure shows on 
WIMX are Zi\ *s Science Fiction The- 
atre, lli^huay Patrol and Dr. Chris- 
tian. TPA's Sta^e 7 and ABC Film'< 
Code 3. 

SSCB reported the biggest promo- 
tional campaign to launch a local show 
—••valued at §128.000"— kicked off the 
Silent Service debut early this month. 

Giiihl Films racked up sales of SL50.- 
000 during the first week in April. 
Among the sales: Capt. David Grief 
was placed in eight markets. Kingdom 
of the Sea in seven. . . . CBS Fihn 
S:iles' new discount structure — "The 
Six Star Plan" — resulted in sales of 
more than S2.50.000 in six weeks, the 
firm reported. Discounts for the li- 
brary i)lan go up to on lop of 
leruii discounts. 

A new iv and motion picture produc- 
tion conipanv has been formed bv 
Will iam Hawks and William Rowers, 
veteran Hollywood producer and writ- 
er, respectively. Though both men are 
currently at MGM. they are already 
negotiating for the sale of their first 
series. , , , Minot Tv's The Tracer, 
based on stories from the files of the 
Tracer Co. of America, has resulted 
so far in finding owners of .?182.000 
worth of unclaimed di\"idends. etc. 
Screen Gonis has acquired all assets 
of William F. Broidv Productions, in- 



RESEARCH 

I{AB*s hrochiire on "The Undio 
IJstoning Ihihits of Professional 
Men** issiM'd this wock notes that: 

• yMmosl all professional men ( high- 
est income members of the commun- 
ity) listen to radio regnlarb. 

• And more than half tune in fi\e 
or more days a week. 

• Preference is for news and inu~ic 
( popular) . 

Booklet is based on Pulse six cit\ 
surve\. Markets co\ ered were those 
where Iv penetration is the highest. 

Other information in the R \B bro- 
chure includes when and where pro- , 
fessional men listen, what they listen j 
to. how much they listen and set own- j 
ership. 

The Advertising Research Fonn- 
dalion will hold its Third Annual 
Conference on 14 \o\eniber at the 



Wilkes-Barre Metropolitan Area 
November 1956 
Monday through Friday 

Is 00 AM- 12 Noon- I 6:00 PM- 
' 12 Noon 6:00 PM ' 12 Midnight 



WILK 


29 


21 


21 


Sta. B 


17 


20 


28 


C 


13 


12 


12 


D 


9 


16 


12 


E 


8 


9 


X 


F 


8 


8 


10 


Misc. 


16 


14 


17 



In every radio classification but 
one WILK leads in the Wilkes- 
Barre Metropolitan area. 

It's your best radio buy! 



' WflP9^^^ Wilkes-Borre 
\^^^^ Scronton 

Coll AveryKnedel, Inc. 
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WHAT 

IS 
YOUR 
PHOTO- 
GRAPHIC 
MAL- 
ADJUSTMENT 



1) QUALITY ? 

2) SERVICE ? 

3) PRICE ? 

THESE ARE THE 3 
BIG PROBLEMS 

Let- us cure fhem for you 
as we have done for some 
of the fop business firms 
and adverfising agencies 




DAKALAR 
"^OSMO 

Photographers 

119 W. 57th St., N.Y.C. Ci. 6-3476 
PHOTOGRAPHERS FOR SPONSOR 



I H H H 



BAKALAR-COSMO 

119 W. 57th St., N. Y. C. 

Gentlemen: Please have your represen- 
tative □ Phone □ Drop in 



Date 
Firm 
Address 



Time 



Tel. No. 



Hotel Plaza in New York. . . . Darrell 
McCain, former media supervisor at 
Ted Bates, has joined Alfred Politz. 
. . . Hcrl) S. Kaufman has joined 
ARB s New York sales office to handle 
selected accounts. 

FINANCIAL 

Whirlpool Corp.'s first (juarter sales 
were "approximately $112 million" up 
17% over the first three months in 
1956. Sales figures were disclosed by 
Elisha Gray, II, Whirlpool president, 
in a talk before the Investment Ana- 
lysts Society of Chicago. Earnings for 
the quarter were not estimated. Gray 
also stated that Whirlpool has no plans 
to enter the small appliance field. 

Whirlpool has been a consistent user 
of NBC Spectaculars and Spot tv. 

General Tire & Rubber's first quar- 
ter sales were $95,497,316 — up 14.3% 
over the $83,523,606 figure for the 
same period in 1956. Estimated earn- 
ings were $3,250,000. This year's earn- 
ings figure includes RKO Teleradio 
Pictures ( wholly-o\raed subsidiary). 
No comparison with the same quarter 
last year is offered as the radio, tv and 
entertainment subsidiary's earnings 
were now included in the 1956 first 
quarter report. William O'Neil, Gen- 
eral Tire's president, says, "If the com- 
parison were practicable, it would indi- 
cate an increase." 

Max Factor's net sales in 1956 
reached $32,613,711, up over the 1955 
mark of $27,800,134. Net income was 
$2,007,059 as compared to $2,418,324 
for the previous year. Factor current- 
ly is using network tv (NBC TV's 
Panic) along with spot. The cosmetic 
firm went network this }ear. 

Dow Clieuiicars nine months sales 
(period ended 28 February) went up 
to $462,257,333 as compared to $410,- 
891,687 for the same period in the 
previous year. Net earnings went down 
however, $38,005,232 as compared 
with $42,622,456. Dow's air media 
usage includes network radio and spot. 

Stanley Warner Corj). six months 
report (ended 23 February) shows net 
income up 25% with $2,007,700 as 
compared to $1,629,100 for the same 
period last year. The Latex division 
of Stanley Warner is sponsoring part 
of the RKO-C&C Corporation's barter 
deal with tv stations. 

B. T. IJabbitt sales rose to $13,147,- 
030 in 1956 as compared to $12,045.- 



274 for the previous year. Net income 
reached $621,690 as compared to 
$570,596 in the previous year. Babbitt 
is active in both network and tv spot. 

Philip Morris' first quarter report 
shows sales at $80,000,000, 11% above 
the same period in 1956. Earnings 
were "substantially unchanged" during 
the compared quarters. Philip Morris 
is active in both network and spot and 
recently returned to network tv via 
CBS TV's Playhouse 90 and ABC TV's 
Mike Wallace SJwiv. 
Plough, Inc. net sales and income 
both rose in 1956. Sales were $24,472,- 
068 as compared to $21,003,924 for 
1955. Net income went up to $1,204,- 
268 against $727,109 for the previous 
year. Plough uses tx spot in about 25 
markets to advertise its St. Joseph 
Aspirin. 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merril Lynch, Pierce, Fenner 
and Beane. 

Tues. Tues. Net 

Stock 9 April 16 April Change 

Neiv York Stock Exchange 



AB-PT 23V2 

AT&T 177% 

Avco 6"^'^^ 

CBS "A" 351/2 
Columbia Pic. IS^'s 

Loew's 18"s 

Paramount 34% 

RCA 35% 

Storer 27^4 

20th-Fox 251; 



24% 
1771/2 
6% 



+ -^4 
+ V& 

-1 



34ii 

18 - i/s 

19 + % 
34% + 1/4 
361/4 + % 
27% + ¥2 
261/4 +1^^ 

Warner Bros. 231-4 2314 + 

Westinghouse 5714 57 — % 

American Stock Exchange 

Allied Artists A^k 3% - % 

C&C Super 1 % - Vs 

Du-Mont Labs. 5'^ 5% - 1/2 

Guild Films 31's 3% + % 

NTA 8% 8'/s + Vs; 




"Seems funny — but I can still hear 
the voices of those KRIZ Phoenix 
personalities!" 
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Announcing . . . 



SPONSOR'S FIRST ANNUAL 
TV/RADIO TRADE PAPER 

ADVERTISING ^AWARDS 



THE NEED: Trade paper advertising in today's television and radio industry 
is improving. But quantity is moving faster than quality. Agencies and ad- 
vertisers complain, 'We don't get enough meat from trade ads." Stations ask, 
"What do buyers want to know?" On the premise that example is the best teach- 
er, and to do our bit to inspire, stimulate, and reward the best campaigns of the tv 
and radio advertising industry, SPONSOR inaugurates its annual advertising 
awards. A distinguished group of tv and radio executives, each an active large- 
scale spot and network buyer, will serve as judges. SPONSOR reports with 
pride, and as an expression of advertiser/agency enthusiasm for such awards, 
that all but one of the invitations to serve on this panel was promptly accepted. 




Publisher 



COMPETITION DETAILS 



Who is eligible? 

Any tv sliilion, radio !>Iiiliuii, iiclwork, broad- 
cast nr'>iip, liliii syiulicaldr, anil liroadcast sitv- 
ici', rfp, nKiiiiifacIiircr, proiliiccr, nr siipplii-r. 

Award Classifications 



tv stations E'O*' 'op hourly rale 

(>ri>iip I it> f.KK) 

(iriHip 2 $.W0 III $1000 

Cioiip ;$ $1000 to $l.'00 

Croup l $l-}00 to $2000 

(^roiip 5 $2(K)0 ami ni-rr 

radio stations 

(!ri>iip ^> $li>0 

(Iroiip 7 to $:{00 

(;ri>iip 8 $:ioo to $t-,o 

(Iroiip 9 St.-yO t„ $600 

(Iroiip 10 $6(K) and orcr 

(>riMip I I iicl»i>rk- 

(>r<>iip 12 groiip-tnt iirti >liilioiis 

(«r(iiip 13 film iidiriilors 

(«roiip 1 I I\ roiiiiiicrcial ]>r(>(lii('ri> ■ 

(>r<>iip I.J I)ri»ji(lcii-l >cr\ ico, rcp>. 



iiiaiiiif iirliir(T>, pr«)iliiccr>, Mippli«T.s 
Awards 

1. F'irst-place winner in each group is awarded 
spcciaHy-tlosigncd plaque. 

2. Promotion manager of each first-place win- 
ner is awarilrd a $30 govcrnnimt bond and 
a ccrtificaie bearing his name. 

3. Meritorious awards will be given 2nd, 3rd, 
-Ith, ami 5th place entries in each group. 

4. W inning campaigns will be featured in an 
Awards Nsue of Sl'O.NSOU. 

Entries 

Each entry must consist of five or more differ- 
ent advertisements of a campaign that has been 
printed in any trade publication or publications 
during the 12 months preceding July 1957. 
Each entry must also include (1) classification 
in which entry belongs; (2) name and address 
of entry; (3) names of general manager, pro- 
motion manager, and advertising agency; (4) 
single page summary expressing objective and 
strategy of the campaign with results, if known. 
Each station of a group-owned company may 
enter its individual campaign. All entries be- 
come the property of SPONSOR. 

Deadline 

Competition closes 15 August 1957. Winners 
will be announced in an issue of SPONSOR 
shortly after Labor Day, 1957. 

Judges 

Judges are Cfcorge Abrams, vice president in 
charge of advertising, Revlon; Donald Cady, 
vice president in charge of general advertising. 
Nestle; William Dekker, vice president in 
charge of Media, McCann-Erickson ; Frank B. 
Kemp, vice president and director media, Comp- 
ton; Peter Cf. Levathes, vice president and di- 
rector media relations, Young & Rubicam; 
L. S. Matthews, vice president and manager 
media department. Leo Burnett; Francis Mine- 
ban, vice president and media director, SSC&B; 
Arthur Porter, vice president and media direc- 
tor. J. Walter Thompson; Rod MacDonald, vice 
president and media director. Guild, Ba-com 
and Bonfigli. 

Special Contribution 

... to Broadcasters* Promotion Association: 
To encourage the aims and activity of the fast- 
growing BPA. SPONSOR will contribute S5 
to this organization for each tv and radio sta- 
tion entry. The contribution will be in the 
name of the promotion manager of the station. 



from the president of the 

BROADCASTERS' PROMOTION ASSOCIATION 




BROADCASTERS' PROMOTION ASSOCIATION, INC. 

Chanln BuUdint • 1 22 Fast 42nd Stttet • Nrw York 17.N.Y.' MUnay HIU 7-OSM 



March 28. 1957 



FreriJtnl 

David E. ParUi(J|« ' 
WcslinthouM 
BrcuJcuUog Cou, Inc. 

Fu«yic.rrM,n, Norman Glenn, Publisher 

OuriCT A. WOioo SPONSOR 

New York, New York 

S^erfl^rr-Treajurrr Dear Norm: 
Fllcfl M. lobanteo 

oMccrooi Congratulations on your proposed trade paptr advcrtiainR contest 
BruccW.ii.ce broadcasting industry! 



VT\tJ t WTMJ-TV 

"""^^Tv*"^' contest you propose cannot help but bring about a muc -npe led 

Roy c Potcncn improvement in the quality of broadcast advertising; in trade publi- 

cations --by encouraging stations and related businesses to cast a 
more critical eye at their own advertising It has always been a 
GcncGodi mystery to me why so many astute station operators have shown 

V. ceo- TV tittle or no imagination, inspiration, and showmanship in the adver- 

in^<wE9u-Tv tising of their own facilities to the trade Outstanding examples of 



WDaV » *tlAY-TV 

Samuel Elbcr 



loc 7iinmeTiiuna broadcast advertising or campaigns in the trades have been pain 

ioeo"Hudteij" fully few and far between, despite the healthy expenditures made 

inMT » ««!n-Tv each year in this type of advertising. 
John M Keys 

WM&Q * Vh'NBQ 

Foster H. Drowp 



1 hardly need repeat. Norm, how delighted 1 am that SPONSOR 
«Mo« ' plans to contribute $5 00 to the Broadcasters' Promotion Associa- 

How>rd w Meajie tion for each entry received in the contest. As President of BPA. 

Piuli woniiuKi ' assure you 1 will do everything possible to promote the maxi- 

woAi < wrui-Tv mum number of entries among BPA n.ember stations -- as well ds 

the stations throughout the country. The funds derived from this 
generous contribution from SPONSOR will enable BPA to provide 
more and better services to its members -- and help assure its 
continuing growth and usefulness. 

Cordially, 



David E. Partridge 
President 



DEP:J 



SPONSOR 



THE WEEKLY MAGAZINE TV AND RADIO ADVERTISERS USE 




WFBG-TV's Unduplicated WFBG-TV's and Station B's Pittsburgh's Primary Area 

Primary Area Duplicated Primary Area 



30 Of tlie Top 40 Shows 

76,701 more TV homes from PITTSBURGH to HARRISBURG 

It's as easy as ARB! TOP PROGRAMS plus TOP AUDIENCE make 
WFBG-TV, Altoona, your number ONE choice from Pittsburgh to 
Harrisburg. ARB proves WFBG-TV has 30 of the top 40 shows . . . proves 
that WFBG-TV deUvers 76,701 more TV homes in combination with 
Pittsburgh . . . proves that WFBG-TV dehvers average audiences 30.1^ 
greater than Johnstown; 71.4% more quarter-hour firsts. Buzz BLAlRfor 
proof: ARB, Altoona, Nov. 1956; ARB, Altoona Coverage Study, Mar. 1956. 

ONLY BASIC CBS-TV STATION SERVING THE AREA 



operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Mari<et Sts., Philadelphia 39, Pa. 
WFIL-AM«FM«TV, Philadelphia, Pa./WNBF-AM»FM«TV, Blnghamton, N.Y. 
WHGB-AM, Harrisburg, Pa. /WFBG-AM "TV, Altoona, Pa. /WNHC-AM • FM • TV, New Haven-Hartford, Conn, 
National Sales Office, 4 8 5 Lexington Avenue, New York 17, New York 




WFBG-TV 

ALTOONA, PENNSYLVANIA 

Channel 10 

ABC-TV • NBC-TV 

Represented by BLAIR-TV 
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ir/idl's haiJj}L-ning in U. S. Governinenl 
that affects sjyonsors, agencies, stations 



WASHINGTON WEEK 



20 APRIL 

Copyrliht l»}7 
SPONSOR PUBLtCATtONS tNC. 



'I lie !'(.(] is «>\p«>ctr«I to iiiak«; sonic piihlir proiioiiiu riiK'ntM about frr tv in two 
or tlirrc werks. TIum-o's no grnnine clnr, tlioiifili. a.n to what \s\\\ hv done. 
Tlic allernalives are many, Including: 

• A plea to Congress to clear up doubts about tlx; FCC's If-ial authority in tlie matter. 

• A rail by the KCC for written arguments <»n a j)lan for a limited trial of fee tv. 



I'CC eliairniaii George MeConnanghey eontinneM to rnn into appropriatiouH 
trouble on Capitol Hill. 

The House voted to slash the administratioirs FCC budget from $8,950,000 to S8,300,- 
000 (compared to the 87,828,000 that had been voted by Congress for the current fiscal year). 

McConnaugbey argued that the increase asked for the 1958 fiscal year was deceptive in 
the first place: $155,000 must be put in the Civil Service Jtetirenicnt Fund. 



Getting money to probe the FCC, along with 13 other regulatory agencies, was 
easy for a special House Commerce subcommittee, cbairmaned by Rep. Morgan Moultcr, 
Democrat of Missouri. 

The subcommittee wound up with a hefty $250,000. The money will be used to hire a 
special stall for the job. 

Rep. Oren Harris (D., Ark.J, chairman of the full committee, told the House the FCC is 
among the agencies most mentioned in complaints. He di«l not include the PFC 
in this category. 

The intent of llie probe: To check on whether the agencies are administering the laws 
as intended by Congress, or whether they sometimes make their own laws by "administrative 
interpretation." 

Two ranking members of the Senate Commerce Committee, who are also mem- 
bers of the appropriations eommittee, took occasion this week to go after eom- 
mercials. 

Senators Warren Magnuson and Charles Potter got their cue when FTC chairman John 
G\vynne appeared in support of the FTC's budget request. 

Demanded Sen. Potter: When will the FTC get its monitoring project — for which 
Congress last year appropriated $100,000 — rolling so that offending commercials can 
be chased ofif the air';^ 

Potter's main observation had to do with a commercial involving tranquilizer claims for 
a mere bromide. 

Gwynne promised a report on the monitoring activities by summer, but the two 
senators retorted tliey wanted the results to speak for themselves. 



Robert Hall Oothes settled an old FTC civil penalty suit against it by paying 
a $10,000 fine before the Federal Court in ISew York. 

The FTC had claimed that Robert Hall had violated during 1955 a cease and desist order 
that had been issued against it in 1953. 

In the complaint filed through the Justice Department, the FTC claimed the firm's radio 
commercials misrepresented prices and consequent oflering of fictitious savings. 



SPONSOR 



20 APRIL 1957 



73 



1 

GETTING THE MOST FRO/1 




Good Films are 

Only HALF the story 

If you have complete system equipment to provide 
showmanship in your film programming, you'll be ready 
for bigger film profits. That's why it's a good idea to 
take a long look at your station's film room facilities 
before you invest a lot of money in films. 




'^■^ oW tONO S.NC0 
^AS MODE"" 



i 
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UR FILM DOLLAR. 




How an RCA Film System 
Will Enable You to Spark 
and Hold Viewer Interest 



Here's how one of the most successful users of film shows gets excellent 
results. He employs several carefully planned steps made possible by 
the use of an extremely versatile film system. First, the program 
starts with a 20-sec. film commercial followed by a 10-sec. VSI — fading 
to a 30-sec. film teaser strip. The feature is then announced with a 
super-imposed "presentation" slide with record music. Feature is 
begun and film commercials are inserted at appropriate times 
to the end of the showing. This kind of expert programming 
that sustains audience interest is only possible with the proper 
combination of film equipment. 

You have creative people who can do a similar job for you if given 
the right tools. An RCA Film System will provide them with these tools. 
It will enable you to offer a variety of film presentation formats for 
sparking and sustaining program interest. It will also help 
you prepare for future expansion. 



Lack of long-range planning will obsolete equipment 
before its time . . . leave you unprepared for color. 
Investigate the quality and cost-saving of an RCA Film 
System — we'll be glad to help you check at typical 
stations. And ask the RCA Broadcast Representative to 
show you our latest film literature. 





Tmk(s) ® 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 
In Canada: RCA VICTOR Campany Ltd., Montreal 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



20 APRIL 

Copyright 1957 
SPONSOR PUBLICATIONS INC. 



All employment agent speeializing in agency peo()Ie has eoinbed out his files 
ind eonio np with this statistieal portrait of timebuyers (male only) : 



• Average age is 33. 



Average earnings are S7,800 (in agencies billing over S25 million). 



• About 80% are married. 

• About 75% have a college degree. 



Radio people feel that it's about time to do an edueational job on topflight 
trade organization and institution executives — particularly those in New' York and 
Chicago. 

These fellows have a strong (if sometimes indirect) influence on the medium, yet ap- 
parently don't know what's been happening to it lately. 

Says one account supervisor: "Every time I suggest radio, they argue that nobody 
listens to it anymore." 



One major agency's ritual of firing an executive follows these three easy steps: 

1) Induce the fellow to take a vacation right away. 

2) Get the keys to his desk and the files from his secretary. 

3) Send him a wire that he has just "resigned," and that his personal office effects are 
being shipped to his home. 



The eoniedy-tlieiiie cycle in commercials continues on the upbeat. Here are 
a few examples that recently have bobbed up in radio: 

• Cavalier's mystery character named Roger who is "mad" about this cigarette brand. 

• Beech-Nut Cofi"ee's rib of soap operas (it asks whether it's possible for "a girl 
taxidermist to be happy in a little mining town"). 

• Hoffman Beverage's Murrow-like voice inquiring from the Hoffman plant why 
sarsaparilla is not as happy as the other flavors (its name is so awful). 



Clarence Eldridge is at Lever Bros., calling the long-range marketing objec- 
tives. 

He's reputed to be behind the company's recent switch in field selling: Salesmen now 
are calling on the mom 'n' pop stores as well as the key big volume-buyers. 

After retiring from General Foods, Eldridge put in a couple years with Campbell Soup. 



An overwhelming majority of the networks' 1937 customers still are riding 
the airwaves strong. Some aren't on the big hookups anymore, though. 

The following (with their shows) are among the prominent drop-outs: 



American Can Ben Bernie 

Lady Esther... Wayne King 

Packard Fred Astaire 

INIaltex Jack Masters 

Humphreys . May Breen, Peter DeRose 

Horlick's Lum 'n' Abner 

Health Products Ray Knight's Cuckoos 
Hecker H-0 Bobby Benson 



Knox Gelatine East & Dumke 

Welch Grape Juice Irene Rich 

Sinclair Oil Sinclair Minstrels 

U. S. Tobacco Pic & Pat 

Carborundum Frances Bo\vinan 

Beneficial Loan Your Unseen Friend 

Servel - March of Time 

Wasey Products Voice of Experience 
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DOGWOOD BLOSSOMS burst into full bloom each spring 
and crown Atlanta, hub of the Southeast and home of 
WAGA-TV — famous on the Georgia scene, too. Reaching 
more than half of Georgia's population with top local and 
CBS-TV programing, WAGA-TV consistently caps highest 
ARB and Pulse ratings. More people can watch WAGA-TV 
. . . and more people do! 




STORER BROADCASTING COMPANY SALES OFFICES 

NEW YORK-625 Madison Ave. • CHICAGO-230 N. Michigan Ave. • SAN FRANCISCO-) H Sutler Si 




Represented Nationally by THE KATZ AGENCY, Inc. 



"OUTSIDE" PACKAGES 

Continued from pa^e 29) 

It isn't e\ eii iiiC(jiKei\ able ihe^e 
da\s that >U(h long-term network tal- 
ent a> Jackie Cleason and Sid Caesar 
might m()\e aua\ from llieir netuorks. 
In both of those instances the '"paek- 
age" t< realh the star himself. And 
it's foneeivahle that one or the other 
net\\()rk might he willing to release 
their e\rlusi\e hold for part rost of 
the contrart. 

ii:ttiiig!s: Without heing doun-heat 
about next season, most top agency tv- 
radio heads ■\\ho were inter\ ie\\ed re- 
cently told SPONSOR that they see little 
excitement in the program lineup for 
next season so far. 

■'All I see is saddle sores," one told 
SPONSOR. 

The imitati\ enes< or the riding of 
trends ma\ indeed be a by-product of 
more outside packages, according to 
network programing executives. 

■'1 he independent packager tends to 
be more indi\ idual client-oriented by 
nature.'' says CBS T\ programing 
head Huhbell Robinson. Jr. "The pack- 
ager s financial interest is vested in a 



particular show property, while the 
networks tend to take an over-all view 
of total production and programing. 
Therefore the networks deliberately 
try to sell and create productions that 
add a new dimension to the program- 
ing lineup." 

There's some fear among agency- 
men that if the networks abdicate too 
nmch of their programing initiative, 
this ''new dimension'' and excitement 
may be lacking in the lineups, lliere's 
no cjuestion but that among the new 
fall product tlie proportion is over- 
w hehningly W estern, variety shows 
headed by singers (a la Como) and 
(juizzes. Situation comedies to date 
are in the minority: understandably in 
view of their high mortaHty last fall. 

"The packager does play it safe and 
tends to ride a trend more than net- 
work-produced or network -inspired 
shows do. ' said one major film pro- 
ducer. "If we see that Westerns did 
well last season, we know the agencies 
will be more receptive to Westerns, so 
that's what we'll produce. We can't 
help it if everybody else is figuring 
the same way." 

The upshot of this seems to be that 
the sheer number of Westerns alreadv 



scheduled for next fall may make this 
the most vulnerable of the program 
categories where ratings are con- 
cerned, 

"The moral is that you can't play it 
safe in show business." one agency tv- 
radio v.p. told SPONSOR. "By trying to 
do just that, some of the packagers 
may be defeating their purpose. Excite- 
ment doesn't come out of blandness." 

Conlrat't flexibility: In these davs 
of client restlessness over being locked 
into low-rated shows for 39 weeks, ad- 
vertisers will find that buying from 
packagers may make their contracts 
e\en more inflexible. Even when a 
packager does make it possible for an 
advertiser to bail out of a 39-week 
commitment after 26 weeks, he may 
have to make the penalty steeper than 
the networks would. Certainly the ad- 
vertiser Avill have to reimburse him 
for all the talent contracts the pack- 
ager signed up for the full run. He 
may also have to j)ay some under-the- 
line commitments. 

His saving will probably be only 
the actual cost of producing the films 
not ) et in the can. In percentages, 
this saving is likely to be less than 




S P O N S O 



THE MAGAZINE TV/RADIO ADVERTISERS USE 



ON YOUR DESK EVERY FRIDAY 



SUBSCRIPTION FORM 



I SPONSOR 40 East 49 Street New York 22, N, Y. 

Yes, send me the new weekly SPONSOR for: 



$10 
$16 
$20 



I □ 52 weeks 

I □ 104 weeks 

' □156 weeks 

j Name 

I Company .._ 

j Address _ 
I City 



□ Home 

□ Office 



Zone State. 



%\ay at the 

"^^fe/ /exiifaioff 

• 3 Minutes from Grand Central 

• Convenient to 5th Ave. Shops 

• All Outside Rooms 

• Radio; Television; Circulating 
Ice-Water; Tub and Shower 

• Superb Food at Modest Prices 

• Newly Decorated Rooms and 
Suites 

• Close to All Theatres 

• One Block from Park Avenue 



HOME Of THE FAMOUS 

'Hawaiian 
Roojn' 

Known For Authentic 
llaicaitan Cuisine and 
i\ative Entertainment 

see your 
local travel agency 
or urrite to Promotion 
Dept. for Brochure 180. 




in 'nn 1 <. 



BOSTON— HANCOCK 6-6625 
CHICAGO— DEARBORN 2-4432 
MIAMI— FRANKLIN 9-8331 



78 



SPONSOR • 20 APRIL 1957 



40" ( of wlial llic roiiiaiiulcr nf the 
scries inijilit lia\(' ro-.t. 

SimiliiiK, with a Ii\o show |)a(k- 
ajicd on the oiilside. (he chcMt ma\ 
lliul that the jiackajicr has hmji-lfrm 
{'.V) wcok) talent commitments, such 
ii- the |)ro(hieer. director, writers and 
|)erformcrs. 'I hese (h) not end anto- 
maticalK when the client decides to 
hail unt. hccaiise of Uiw ratinji^. 

The network, on the other hand, is 
in a nuich hetter |)o>ition to h-t the 
client ont of Midi a commitment where 
a nelwork-jirodiiccd and owned --how 
is coiiceriieih l"ir>t of all. the net- 
work"> |irinie consiihTatioii is the \ ahie 
of the time slot, which iiun he (h'- 
hased through the low-rated |)ro|)ert\. 
and also the strciiglh of the entire 
e\eiiiii}j: lineii]). .Also, the network can 
shift the >howV slalT around to other 
assijimiieiits and thus not take the 
same heating thai an iiidi\ ichial jiack- 
ager wouhL 

When MK: TV aMowed I'all Mall 
iiiid Toiii to cancel Stanley hefore the 
exjiiratioii of the 39 week contract, the 
network was abh' to co\ er pari of its 
hiss by s|)olting Buddy llackelt in 
guesl shots. The iiidi\"i(hial packager 
cau l recou|) any part of bis Kisse« 
from a contract cancellation in that 
way. 

(!r<':itivily : Hiere are some show ex- 
periments thai only the networks can 
aiTord to make. Examjiles of these are 
Today, Tonight and Home and, more 
recently. Playhouse 90. 

Geiieralb such t-bows are far loo 
cosily to be sjionsored by any one 
client. Bui even more iiiijiorlanl, per- 
haps, they retjuire a network time sell- 
ing and programing concept as ibeir 
\ ery base. In other words, a packager 
can't very well walk uj) to the net- 
works and say '"I'xe got a great show. 
It lakes 90 minutes a week. ' 

" riie netw ork looks for a difTerent 
type of success iban the independent 
packager, " an XBC TV programing 
executi\ e told SPONSOR. "It takes more 
risks than the packager can because 
it s in the business of making tv view- 
ing over-all more appealing. To do 
ibis, you can t rely on staple jirograni- 
ing only. You ba\ e to throw in an oc- 
casional exotic dish — something that 
may add more prestige than ratings or 
dollars, but will have a carryover ef- 
fect on the rest of the lineup." 

While many packagers agree that 
the networks will always have a pro- 
graming responsibility and are finan- 



cialh more able to e\|)ciiment, the\ 
-ticss that the network- don't lunc a 
( orner un creati\ it\ . 

"Ill fact, it'- more diiilciilt, I think, 
for a to|)-le\e| crc;iti\e man to func- 
tion a- a member of ;i -talT than as nn 
inde|)eii(lenl. ' sa\- Dan l.iii iglit, e\ec- 
iiti\e of |{arr\ and I'liiiight. "\ 
network ha- to ;i lii-mcndoii- price 
in terms of income jilii- longc\ il\ of 
contract to attract a lo|)-le\el creati\e 
man. That's the onl\ wa\ the network 
can make ii|) for the ca|)ital gain he 
could make a- his own man. lint I 
think the real deterrent for a creati\e 
mail on a network .-tail, or an\ -talT 
where he's on salar\ and e\|)ectcd to 
|)rodiice on deadline, is the |)re«<iire. 
There's the |)re^siire to jirodiice. the 
|)ressure of internal |)olitics. inc\ itabh- 
in large orgaiiizalioii-. ' 

lie and se\eral other "idea" men 
wlioS e become |)i inci|)al> in their own 
jiackaging firms, feel that the iiio-t 
|iroducti\e road toward to|) show de- 
\elopinent i- for the man with the idea, 
or the jiackagcr, to work on a free- 
lance basis. 

"The only danger."" \varii some, "is 
the fact that the small iiide|)eiideiit 
'free-lance' jiackager. a- coniparerl w ith 
the giant i)ackager corjioration-, nia\ 



be moil- e;i«il\ iidlll'-lici-d b\ tlio-e 
who hai k him fiiiaiii'i.db , be it tlie 
iietwork, a;.'ein \ o| (diciit. Ill-te;id of 
broadi-iiiiig the b.l-e of (|e.fti\it\ 
lliroiigli tlii- -\ -ti-m \((ii ma\ a< tiialK 
make the Im-iiie-- of -liuw |)rodiicing 
mole inbred |ier;ii|«e the < bent or lli- 
agciic\ tend- to be far moic coii-er\a- 
tive about new -how idea- than the 
network. \iid a — umiiig that the -mall 
iiidej)eiideiit |)ackager -rll- more fic- 
i|iieiitl\ to iiidi\idiKil client- rather 
than to the network, this nrraiis that 
he ma\ coii-<-ioii-I\ or iincon-cion-h 
-iibliiiiate h'\> real creatl\it\ t(» the 
financial dictate-. 

Network |)rograiiiiiig e\ernli\e-. on 
the other hand, welcome the ad\eiit of 
more and more packager- in the field. 
Hie) -tie-s that a network- iiitere-t 
i- good j)rograiiiiiig regardle-- of the 
-ource. and generally feel that the iii- 
crea-cd iiiiiiiber of |iackagei- with e\- 
jierience and track record- lia- |)ro- 
diiced a inea-iirable iiu rea-e in good 
-how s. 

■■\\ e don l care who |)rodiice- the 
-hows, as long a- tlie\ re good." one 
network executi\e told -l'o\-oi!. " \iid 
it s aliiio-t iiie\ itable that more |;eo- 
|)le iiuobed in creating -how- will 
bring in a fre-li |)oiiit of \ iew. " 



LISTENERS 
WHO LISTEN . . . 




LISTEN TO . . . SAN DIEGO'S ADULT RADIO STATION 



92<?4 



KGB IS SAN DIEGO'S ONLY 
STATION WITH AN OVERALL 
AVERAGE ADULT AUDIENCE 
OF 92%. 

NIELSEN . . . JUNE, NOV. '56 



1360 

ON 1HC DIAL 



FIRST IN SAN DffGO 



MUTUAL DON LEE RADIO 

CAU YOUR H-R REPS 
FOR FUU DETAtlS 
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WVET IS FIRST. 



Rochester advertiser in ony field (moy- 
be first onywhere) to take ALL the 
outside advertising on o Transit Com- 
pany bus . . . front, sides ond bockl 
Brilliant in Purple, White ond Yellow, 
the WVET bus plies Rochester streets 
every day, cotching every eye . . . 
reminding all thot . . . 



WVET IS FIRST 



in Rochester radio audience occept- 
ance, with 

MELODY FIDELITY, America's most 
listenable music presented by the 
town's most populor DJ's from dawn 
to signoff. 

LATEST LOCAL NEWS every hour 
on the holf-hour. 

ABC Network features. 



WVET IS FIRST 



■1 advertising response loo . . , your 
best radio buy in Rochester, N. Y. 




ROCHESTER, N.Y, 
1280 K. C. 5000 WATTS 

Representee/ Nafionally by 
THE BOILING COMPANY 



The Champ 
Is Still Champ 



i 



f 



4 of 5 tap night-time shows! 
You soy thot's not enough? Then 
how obout 20 out of 35 top 
night-time shows? (Nov. 'A. R. B.) 



Champ in the day-time, taa! 

16 of top 25 week-doy strips 
. . including Buckskin Bill, 
whose top roting is o full 7 
Doints obove the No. 2 show. 



8 af 10 tap marning shaws! 
ond 8 out of the top 15 ofter- 
noon shows, for o * cleon-sweep 
victory, morning and ofternoon. 



6 winners in 6 contests! 

WAFB-TV is tops in merchondis- 
ing, too. Four firsts, one second 
ond one "top four" in these 
shows; 1956-57 "Fronk Leohy 
Show" . . . "The Millionoire" 
. .. "Screen Gems Progroms" 
. . . "Lucy Show" . . . 1956 
Billboord Promotion . . . 1955- 
56 "Fronk Leohy Show" 



WAFB-TV 

CBS ABC 

first in TV in Baton Rouge 

W.mpn Hair ToUvUion A>>oci'a»«» 



Reps at work 




David N. Simmons, president, Simmons Associates, New York, 
comments: '"Programing for radio represents the reason why broad- 
casting is of such importance today. Through careful study, analysis 
and research, operators have learned that the product they have 
to sell is programing and the net result of good programing is 
audience. Old standards of pur- 
chase of time must not necessarih 
be thrown away but must be re- 
vised in \ iew of modern thinking. 
Ob\'iousl\, we all like to fall back 
on the station with the top rating, 
but motivation of buying does not 
necessarily rest with this standard 
of measurement. In other words, 
today's buyer must be more astute 
— more understanding and more 
willing to spend time in evaluating 
markets, ratings and programing 
in order to assure himself of a maximum of advertising efficiency. 
All facets of the radio buying picture must be considered more 
carefully than ever. Mood, type of music, personality, time of 
day, potential audience, package possibility should all play a part 
in today's modem buy. Let's be careful in spending the client's 
money; let's adopt a progressive, positive attitude in tirnebuying." 



Charles M. McAbee, account executive, CBS Television Spot Sales, 
New York, says: "Timebuyers for summer advertisers will be aided 
by the many stations which have earlier confirmation policies this 
year, including those represented by us. An advertiser of a strictly 
summer product can place schedules now for a middle of July start. 

\^Tiile specific time periods cannot 
be pinned down in all cases, we 
can confirm program adjacencies, 
participations and time classifica- 
tion. For example, you can now 
be guaranteed Godfrey adjacen- 
' cies. Early and Late Show partici- 
pations, and Class AA announce- 
ments up to 90 days before start. 
Exact times, taken from the high- 
est rated availabilities, are then 
determined two weeks prior to 
"~ start. A recent study developed 
by CBS Spot Sales showed that an advertiser can actually start 
with a higher rated schedule, with this plan, than he could any 
other time of the year. Earlier confinnation on summer schedules 
also enables a client to pre-sell his campaign to distributors, brokers 
and retailers and guarantee that they are fully stocked for the 




heavy buying season. 



Naturally this is an aid to good relations. 



SO 
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NEBRASKA 



Near the peak of the big snow sform (March 251 over 400 
calls came info the KFAB newsroom. Most of the calls were 
from SuperinfencJenfs ancJ Principals of schools throughout 
the area. They askecJ KFAB to get "No school tocJay" in- 
formation to some 400,000 school chilcJren in Nebraska ancJ 
Western Iowa. The same service was rencJerecJ to business 
firms ancJ factories, many of which closecJ for the cJay 

Whether it's in the field of Public Service . . or service to the 
acJvertiser, KFAB procJuces results unmatchecJ by any other 
mecJia. 

Get the full story on the new KFAB from Peters, Griffin and 
Woodward or get the facts from KF A B Sa/es Alanager, 
E. R. Morrison. 



LINCOLM f •". .•• 




the Bk Omaha Maricet Get 
. . less Wour PG& IV (okmeL Your 



. ^^^^ 




WITHOUT A "PEER" 

in the Rockford Area! 




CHICAGO 



IN THIS $ BILLION-PLUS 
SALES EMPIRE WREX-TV 
IS THE KING SALESMAN 

The Rockford TV Area — Illinois' 1 st market 
outside Chicago — is 400,195 families 
strong, with $2,357,080,000 income. It 
embraces rich farm counties whose cities 
house industrial giants like General Motors, 
Fairbanks-Morse, Parker Pen, Burgess Bat- 
tery, Sundstrand . . . and show sales indexes 
like Rockford's 158, Beloit's 151, Janes- 
ville's 153, DeKalb's 184, Freeport's 176, 
Dixon's 203. Sales total $1,706,962,000, 
average $4,265 per family — $447 above 
average. 

The most recent viewership survey again 
shows WREX-TV as the favorite, by better 
than 3 to 1 . It's favored by advertisers 
too . . . for its consistent results, at much 
lower cost per thousand. 

J. M. BAISCH, GENERAL MANAGER 
Represented by H. R. TELEVISION, Inc. 



CHANNEL 13 



ROCKFORD 
ILLINOIS 



I 



Tv and radio 
NEWSMAKERS 





Arthur H. McCoy will take over as a 
vice j)rc>iclent and a? national sales man- 
ager of John Blair & Co. (the radio arm) 
on 1 !May. McCoj will be stepping into 
the spot left vacant by the resignation of 
Robert E. Eastman who is leaving Blair 
to become president of the ABC Radio 
network. (See Newsmaker of the Week, 
page .5. 1 McCoy originally came to the 
rep firm as an account executive in April of 1955. Before that 
time he had served as treasurer and sales manager of Avery -Knodel 
and was a member of the original group responsible for the for- 
mation of that station representatives organization shortly after 
World \^ ar II. Before his association with Avery-Knodel, McCoy 
was for six vears an account executive in both the New York and 
Chicago offices of Free & Peters (now Peters, Griffin, Woodward). 

Richard A. R. Pinkham, vice president 
in charge of advertising at NBC, will join 
Ted Bates as vice president and director 
of the radio-tv department on 15 May. 
The move ups James C. Douglass to a 
senior vice president of the agency. Doug- 
lass will continue in the over-all su|)ervision 
of tv and radio activities. Pinkham has 
been with NBC since 1951. He started as 

manager of planning for \BC TV. subsequently becoming vice 
president in charge of participating programs, vice president in 
charge of television network programs and finally vice president in 
charge of advertising. He pioneered in the development of NBC TV's 
participating programs as executive producer of Today, Home and 
Tonight. Pinkham started in advertising as a copy writer for Time. 
He later became assistant promotion manager of Fortune magazine. 

Robert H. Teter will move over to Peters, 
Griffin. Woodward as vice president and 
director of the radio division on 1 }>lay. 
Teter currentlv is executive assistant to 
Donald H. ]\IcGannon, president of West- 
inghouse Broadcasting Co. Teter entered 
^jitf^B # ^^^m the advertising field in 1941 when he 
i^HtS^ JH joined N. W. Ayer & Son. In 1947 he 

became a sales representative for KYW. 
Philadel|3hia, and later as sales manager of that station was credited 
with a major share of the rapid billing gains in 1954-55. Teter 
was made general manager of KYW in 1955 and then executive 
assistant to the WBC president in 1956. Other changes at PGW m- 
clude: Jack Thompson who moves up to sales manager and Russel 
Woodward, executive vice president, who will now devote his time to 
both radio and tv divisions sujjervising promotion and research. 




SPONSOR 



20 APRIL 1957 



t 




built 

MODERN 
MEDICINE 

. . . and 

WWJ-TV 



America's great pharmaceutical companies 

have been built on faith that continuing 
research can ultimately conquer the ills that 
plague mankind. 

WWJ-TV, with its 10 years of leadership and 
emphasis on quality, has given Detroiters 
another well-founded faith — faith that dial- 
ing Channel 4 always provides the finest 
of television. 

Seeing is believing to the great WWJ-TV 
audience — a priceless advantage to every 
advertiser. 



Parke-Davis explorer on 1880 expedi- 
tion to Fiji Islands in search of vegetable 
drugs — as depicted in company movie. 



Tenth Amiiversary Year 




Hi. Ww^"^ 




\ 






Detroit's Parke, Davis & Company, one of the world's 
largest pharmaceutical manufacturers, was founded in 
1 866. Therapeutic agents developed in the company's 
research laboratories play a major role in the fight 
against disease. Photo above shows the modern 
"jungle" that produces Chloromycetin, the broad- 
spectrum antibiotic. 




ASSOCIATE AM-FM STATION VAVJ 
ftrti in M<ht9an • o»"e<^ A op^o*ed bf Tht Dffr<yl 
Nalionol Representofives: Pelers, Griffin, Woodword, Inc. 
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SPONSOR 
SPEAKS 

Convention Hits 

SPONSOR came away from the 35th NARTH Convention 
in Chicago with some highlight impressions. Before the rush 
of iipcoiiiing events and prohleiiis engulf us, we're setting 
tlieiii down. 

1. This was the higgest. hest-organized, best-agenda, most 
problem-free, soberest, happiest Convention ever. It reflected 
the increased maturity of the dynamic television and radio 
broadcast industries. 

2. More agency media buyers attended than ever before. 
They came from all sections of the country. 

3. ABC TV was the most talked-about network. The 
dominant impression was "going places." 

4. Best parties were BMI's Aiunial Dinner for NARTB 
Board mendjers, past and present; the film industry's gigantic 
reception; Westinghouse's impressive reception at the Black- 
stone, and H-R's full week of capacity-crowd hospitality at 
the Morrison. 

5. Top stunt was Boiling's arrow-through-the-head stopper. 

6. Most talked-about agenda features included Ward 
DorrelTs outspoken criticism of NCS No. 2; Maximum Serv- 
ice Telecaster's clarification of the complex problem of tv 
allocations; the refreshing frankness of all FCC Commis- 
sioners during their panel discussion; Larry W'^ebb's (SRA) 
impressive explanation of the upsurge of spot radio. 

7. These are only samples of the superior quality of the 
1957 Convention. To Hal Fellows &' Co.. a big salute. 

Bill Skelly, pioneer 

When Bill Skelly, who died last week, was president of 
the Tulsa Chamber of Commerce in 1926, he decided that 
if Tulsa was to be a big city, it needed a big radio station. 
So he bought KVOO, moving it to Tulsa from another area. 
That's how one of the nation's dominant radio stations got 
started and how a true pioneer reflected his enterprise in 
radio as well as oil, cattle and many other fields. 

THIS WE FIGHT FOR: The perils an indus- 
try faces in allowing private firms to complete- 
ly do the work it should spearhead are reflect- 
ed in reaction to i\CS No. 2. The industry must 
guide its own coverage measurement research. 





lO-SECOND SPOTS 

Progress report: The trend to adult 
Westerns has reached a new plateau. 
A pilot film is now ready on a new tv 
show described as "an adult Western 
children will enjoy having explained 
to them." 

Long noon: New York p.r. man David 
0. Alher recently bought ad space to 
blast custom of three-hour lunches he 
claims is indulged in by the trade and 
by broadcasting execs in particular. 
Perhaps the reason those execs sit so 
long at the table is to see ivho iveakens 
first and picks up the check. 

New media: A "radio pill" that sends 
out FM signals to medical researchers 
as it passes through the body was re- 
cently demonstrated at the Rockefeller 
Institute. That sounds like Turns with 
a nave length. 

C'est la vie: From a news release — 
"Although there are no French-speak- 
ing citizens in Newfoundland. CJOX- 
TV, in cooperation with CBC network, 
is running a series of French lessons." 
Should get mu<:h better listenership 
than if all the citizens did speak 
French . 

Which-a-way? Lever Bros, is now 
launching a contest with $88,025 in 
prizes to find out "where the yellow 
went." And once they find out, Pepso- 
dent uill need a new jingle. 

1984: To detect persons who try to 
sneak into the subway through the exit 
gates, the New York Transit Authority 
has installed a closed-circuit tv in a 
42nd Street station. Big brother has 
his eye on you! 

Hold-out: Ad Libs, house organ of 
KITE, San Antonio, reports that a 
Pocatello, Idaho, super market is buck- 
ing its competitors who give away 
trading stamps by giving away eggs 
instead. Funny, but eggs are ju^t about 
the only thing that are not offered as 
premiums by Arlene Francis in the 
S&Il Stamp tv commercials. 

Plop! At KODE, Jophn, Mo., a New 
Sounds In The Air program played the 
hit disk "Butterfly" steadily from sign 
on to 9 a.m. and llien again from 3:30 
to 5:45 p.m. It earned a call from a 
woman listener who offered to drop in 
at the station and smash "Butterfly" 
over the announcer s head so "he could 
hear more iVeiv Sounds." 
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in St. louis television 



DOMINATING 


Grade B 0.1MV 


AMERICA'S 


POPULATION 

2,258,300 2,768,200 

RETAIL SALES 


NINTH 


$2,544,213,000 $3,101,128,000 

ryjyjU olUrxc oAL-co 

$592,785,000 $701,214,000 


MARKET 


DRUG STORE SALES 

$79,328,000 $95,041,000 


Covering 


AUTOMOTIVE SALES 


$506,089,000 $619,576,000 


38 Missouri- 


Source: 


Illinois Counties, 


Editor & Publisher (1956) 


47 Communities 


Sales Managemenf Survey of 
Buying Power (1 956) 


of 5,000 or more 




population ! 




Audience 




ARB and Pulse Share-of-Audience figures prove KWK-TV 


audience domination in the market. 


Personalities 




KWK-TV daytime personalities dominate their time periods. 


Promotion & Merchandising 
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Newspaper space— merchandising bulletin- 
magazine rack cards— taxi posters— and many other efforts 
provide a "plus" for KWK-TV clients! 
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the LEADER in St. Louis television 




SERVING THE GREAT ST. lOUIS MARKET 



IS THlUt'- 



You name it, KMBC televises it! 

Championship NCAA basketball or an ABC-TV network 
fight . . . the biggest local events or special big-time 
shows . . . when big things happen in Kansas City, 
KMBC-TV is there! 

That's why more of the 489,380 TV households reached 
by KMBC-TV's 316,000 watts of power turn FIRST to 
Channel 9. They know they can always count on 
KMBC-TV for the biggest and best in TV entertainment 
— from special events to favorite ABC network shows 
. . . KMBC-TV's own top-rated personality programming 
. . . and fine syndicated and feature films. 

Fact is, everything about this alert ABC affiliate is 
big and choice — coverage, programming, availabilities, 
station facilities and sales power for you — with 
prime-time spots or program sponsorship. 

And when you consider that KMBC-TV delivers your 
message to 31,500 more families than any other channel 
in the Kansas City market, it's easy to see why coverage- 
conscious time buyers are buying time on Channel 9. 

The man to see for availabilities is your Colonel 
from Peters, Griffin, and Woodward. 
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CHAMPIONSHIP BASKITbJ 

KMBC-TV scored another V\ 
umph with its recent telect 
the NCAA games held in K j 
City. 




WEDNESDAY NIGHT 
FIGHT-On March 27, 
the ABC-TV network 
carried the JoeyGior- 
della -Willie Vaughn 
fight originated to the 
network by KMBC-TV. 
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C TELEVISION 
? KANSAS CITY 

HEUSTOf AHEBICA 




READY TO ROLL! KMBC-TV's skilled remote 
crew hos the experience and equipment to 
handle any special TV event. 





AMERICAN ROYAL PARADE-Big locol events like 
the notianolly fomous Americon Royol ore tele- 
vised on KMBC-TV, 



LAWRENCE WELK NIGHT-When KMBC Broadcast- 
ing Compony promoted a Lowrence Welk Concert 
in Kansos City, Welk set o new ane-night box- 
office record for the arena— the largest box office 
fake in the 21-yeor history of the K. C. Municipol 
Auditorium! 




See Peters, Griffin, Woodward, Inc. for availabilities. 
. It's easy to see why n x wi m ^ « 

the SWING is to KMBC-TV 



Kansas City's Most Popular and Most Powerful TV Station 




Pi-TERS, Griffin 
WoonwARn i^c 



DON DAVIS, President 

JOHN T. SCHILLING, Executive Vice Preside 
GEORGE HIGGINS, Vice President and Sol 
Manager 

MORI GREINER, Manager, KMBC-TV 
DICK SMITH, Manager, KMBC-KFRM Radio . 



and in Radio, it's KMBC KansQS Cify— KFRM^ the State of Kansaa 



